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AMERICA’S MOST COMPLETE LINE 


(yros 


WE CARRY IN STOCK 

a boot for every type of customer—for men, 
women, boys, girls, and cowboys. They are both 
rugged and have distinguishing lines of style— 
the plain types and the dressy styles, also 
Jodhpurs. When we say “largest floor stock" 
we not only mean it, but can back it up. Thus, 
to aid you in making your boot business more 
profitable, we fill orders immediately! 


ANOTHER POINT: 


All KIRKENDALL BOOTS are made by skilled ° 
boot craftsmen in our own plant, where boots Kir kendall Boot Company 


only are made. New 1936 Catalog on request. OMAHA, NEBRASKA 
AMERICA’S LARGEST EXCLUSIVE BOOT MANUFACTURERS 


When writing advertisers please mention Boot and Shoe Recorder 
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Vol. CVIII, No. 25 


VOICE of the TRADE 


BRICHARD S. LAWRENCE of 
London, a delightful correspondent 
on the path and progress of leather 
in shoes, sends a timely quotation 


on the need of the day: 


“Recover simplicity of life. Mod- 
ern life has become increasingly 
difficult, complicated and confused. 
We must recover those strong, ster- 
ling virtues that give a steady view 
of duty. Let service come before 


self.” 
* * * 


HIOWARD KETCHAM, color en- 
gineer, of New York, says: 
“Science tells us that we give 
approximately 25 times as much 
attention to eye suggestion as we 
do to ear suggestion. This is be- 
cause the nerves leading from the 
eye to the brain are many times 
larger than those leading from the 
ear. This indicates that the basic 
urge to possess is prompted prin- 
cipally by the visual process. 
“Since color is the dominant fac- 
tor in buying and selling in many 
industries, the discovery of correct 
colors is the surest way to make 
buying and selling easy for the 


buyer, the manufacturer and the 
distributor. By eliminating the 
speculative element from color de- 
cisions, production is much more 
economical, prices are held down 
to earth, waste is diminished and 
the risks of buying and holding 
stock reduced. 

“Heretofore, the manufacturers’ 
choice of colors has been entirely 
guesswork. Even when the manu- 
facturer is able to control his local 
market and to literally dictate the 
colors which the consumer will be 
offered, he can only guess their ac- 
ceptance. He can only guess the 








saturation point of public interest, 
when it is time to stop producing 
that color. The designers’ Spring 
and Fall style seasons are merely 
arbitrary periods of color change. 
The public taste fluctuates more 
often than twice a year.” 


* * * 


LOuIS J. ROBERTSON, leather 
leader, speaking before the Amer- 
ican Arbitration Association, said: 

“In behalf of the Shoe Manu- 
facturers’ Board of Trade of Great- 
er New York, as well as the Tan- 
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ners’ Council of America. Both 
organizations adopted the princi- 
ples of commercial arbitration at 
about the same time, nearly 20 
years ago, and we have found it a 


most expedient and _ satisfactory 
method of avoiding extended and 
expensive litigation. 

“The Shoe Manufacturers’ Board 
of Trade has gone further. It has 
not confined its arbitration to com- 
mercial disputes, but in its agree- 
ment with the Boot and Shoe 
Workers and in every individual 
agreement between that union and 
the individual employer there is a 
provision for the arbitration of any 
differences regarding prices per 
piece work and labor conditions 
generally. In these agreements it 
is provided that if the two arbi- 
trators, who are in fact conciliators, 
are unable to agree and bring the 
controversy to a satisfactory con- 
clusion, then the matter is to be 
referred to an arbitrator appointed 
by the American Arbitration Asso- 
ciation. 

“My own association, the Tan- 
ners’ Council of America, has had 
the cooperation of the American 

















Arbitration Association in the draft- 
ing of its new rules of arbitration, 
and the National Association of 
Importers of Hides and Skins has 
also arranged to utilize the facilities 
of the American Arbitration Tri- 
bunal in the event of disputes and 
differences. 

“These allied industries are firm 
believers in the underlying princi- 
ples of arbitration and extend their 
best wishes on its tenth anniversary 


celebration.” 
* * * 


FRIENDSHIP is a precious thing 
and no one seems to have more of 
it than Will Knight of Portland, 
Ore. Here’s the card that was 
hand-written and sent to him by 
a grand old friend: 

“A perfect picture of Will Knight. 

We know he is young because 

He counts his garden by the flowers, 
Never by the leaves that fall. 

Counts his days by golden hours; 

He doesn’t remember clouds at all. 
Counts his nights by stars, not shadows; 
Counts his life by smiles, not tears; 
And with joy on his birthday 

Counts his age by friends, not years.” 


* * * 


WHILE we are on the subject of 
friendship, we add two other items 
that will give old-timers a flash 
down Memory Lane: 

George W. R. Hill, 40 years a 
RECORDER man in Brockton and 
Haverhill, is still hale, hearty and 
active in his 70’s—although retired 
from the Boot AnD SHOE ReEcorp- 
ER staff. Writing to Peter Fahren- 
dorf, he says: 





“I make almost daily visits to 
the Commercial Club. I am now 
starting my 43rd year as member 
of that organization, there being 
only three others who antedate me. 
We had an Old Timers’ night re- 
cently, when members who had be- 
longed 40 years or more were en- 
tertained. The dinner, talk, singing 
and good fellowship was a joy to 
all.” 

G. W. R. H. has been a talented 


actor on the local stage of Brock- 
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—Alfred P. Sloan, Jr., president of 
General Motors, queried, in a 
recent address— 

—"Is today's advertising as vital, as 
stimulating, as diversified, as ef- 
fective as it should be? Do we 
not need more new models in ad- 
vertising, just as we do in the 
automotive field?" 

—We of the Recorder receive, 
read and study hundreds of re- 
tail store advertisements every 
week in the year. 

—Some are good, some are bad, 
but most are sadly indifferent. 
—If the shoe merchants of this 
country could or would brighten 
up, speed up, their newspaper 
ad copy by only 10 per cent, it's 

a safe bet their sales and profits 

would increase accordingly. 

—Poor advertising copy not only 
has negative value, but often- 
times holds back the prospective 
buyer. 

—Whereas modern, stream-lined 
copy pulls customers into the 
store and dollars into the fill. 


Soni GTR 


President. 





ton for years and years. He writes 
an occasional column for the 
Brockton Enterprise, and is now 
doing part of the impresario work 
on Gilbert & Sullivan’s opera, “The 
Mikado,” to be played at the Brock- 
ton City Theater on April 23 and 
24 for the benefit of the underpriv- 
ileged children’s fund. Mr. Hill 
continues to contribute to the life 
of his city. 
* nr * 

MAR. and Mrs. George Gregory of 
San Marino, Calif., celebrated their 
47th wedding anniversary in Cali- 
fornia in January. 

George had hoped to come on to 
the Boston Shoe Travelers’ Asso- 
ciation meeting, for there remain 
but eight living charter members 











of the 51 shoe salesmen who or- 
ganized that association in 1901. 
They are: E. J. Andrews, George 
Gregory, T. A. Delany, H. E. 
Lynch, J. M. Meggett, William Noll, 
F. W. Stanton, A. W. Gage (Hon. 
Member). 

George Gregory writes: “As time 
rolls along the years do count up; 
with the years passing by, however, 
one does get kind of mellowed— 
looking backward to the good old 
friends, the good old times, the 
loving memories. They give one 
such wonderful happiness and ec- 
stasy that there can be no room for 
regrets for the slow, yet certain, 
end of the beautiful dream of life.” 
* * * 


SHOE retailing in the smaller 
cities is full of merchandising haz- 
ards, Neal Smith, shoe buyer for 
the Weiss & Goldring store in 
Alexandria, La., pointed out. He 
said: 

“In our city there are three 
times as many pairs of shoes in 
the stocks of the several stores as 
is the total population of the town. 
That means entirely too much stock. 
And the natural result is constant 
markdown sales in operation. 

“The great part of this huge 
stock is composed of undesirable 
shoes, shoes which the public will 
only buy at ridiculous prices. Few 
of the storekeepers realize that 
the markdowns they take on this 
old stock will more than eat up 
all the normal profits they can 
hope to make for a three-year term. 
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“In our store we have found 
it comparatively easy to sell new 
shoes at a fair profit, and to so 
operate our shoe department at a 
net profit. The trouble with most 
small city shoe departments is they 
are run by guess and not by pencil 
and paper. We buy entirely on a 
budget which is based on what we 
sell and what we have in stock. 
There is some genuine satisfaction 
in running a good live stock of 
good shoes regardless of what the 
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others in a community may he 
doing.” 
* * * 

EROBERT JACOBSON of Jacob- 
son Brothers—Exquisite Footwear 
—with stores in the Bronx, New 
York and Connecticut, held a din- 
ner, dance and entertainment on 
Sunday evening, Feb. 16 at the 
Park Central Hotel. 

It was one of the most enjoyable 
shoe family affairs and a great trib- 
ute to the affection and regard in 
which he is held by his friends and 
associates in the shoe industry. 

The slogan of Jacobson Brothers 
is “shoes of beauty for every oc- 
casion” and they were pretty well 
in evidence on several hundred 
people at the big family party. 


*% * x 


eJOHN E. HARRISS, sales man- 


ager of Gregory & Read Company 
of Lynn, Mass., has just returned 
from his ninth annual style obser- 
vation trip to Florida, where he 
spent ten days observing what 
styles are selling, as a guide for 
late Spring and Summer activity 
throughout the country. Mr. Har- 
riss has a wide acquaintance in the 
resort centers and is able to get at 
the actual facts rather than just 
mere surface appearances. He 
looks upon Florida as the best 
proving ground for Summer styles, 
finding that invariably the shoes 
that sell there in the Winter prove 
to be popular sellers throughout the 
country as the season advances. He 
says that the white shoe is still 
“tops,” especially in oxfords of the 
buckskin type. 


* * * 


THE tax commissioner of Ohio is- 
sued a report of the sales tax col- 
lections for 36 weeks ending Oct. 
5, 1935, at the rate of 3 per cent. 
Shoe stores contributed $311,- 
719.80. The number of shoe or- 
ganizations contributing—1216, at 
an average tax per vendor of 
$256.34. 

So this group evidently distrib- 
uted, in 36 weeks, $10,390,666. 
This does not represent the total 
shoe business done during that pe- 
riod of time because sales of shoes 
in department stores, general mer- 


chandise stores and all others are 
not separated into the various clas- 
sifications, nor, for that matter, are 
chain stores. It is interesting to 
note the increasing tax burden 
placed upon business, for where the 
tax is concealed in the purchase 
price it is often forgotten and lost 
by the merchant. 


* * * 


LAURENCE H. SLOAN, vice- 
president of Standard Statistics 
Company of New York, said at the 
National Retail Dry Goods Asso- 
ciation Convention: 

“What is needed is a breaking 
down of the restraints upon pro- 
duction wherever they are to be 
found, and in whatever form they 
are to be found; a reversal of mea- 
sures which subtract from the total 
sum of production without adding 
an equivalent amount, or more, in 
some other quarter; the substitu- 
tion of STIMULATION of produc- 
tion for the RESTRAINT or RE- 
TARDATION of production. That 
is the way to greater national 
wealth; to greater economic hap- 
piness for all our citizens. In find- 
ing that way, we business men must 
have the sympathetic help and 
understanding of our Government. 
And it cannot be forgotten that the 
most powerful of all stimulants of 
production is the hope for a fair 
profit, combined with confidence 
in the future security of savings 
and private property. 

“Recovery has been under way, 
with normal interruptions, for 


‘ GRavam 
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almost three years. It is still under 
way. We seem almost certain to 
do more business in 1936 than in 
1935. But from here on our prog- 
ress must necessarily be somewhat 
slower, it would seem, unless we 
can find some way to tap those 
additional wealth-generating forces 
which lie latent in our capital 
goods mechanism.” 


* * * 


ABOUT a billion feet of upper 
leather was made in 1935. A bil- 
lion does mean much, looking at 
it in one way. When written, it’s 
nine zeros with the unit one before 
them. 

About 85 per cent of this leather 
is made into shoes. That’s 850,- 
000,000 feet, according to the ready 
reckoner. About 125,000,000 wear 
shoes. That figures out to 6.8 feet 
of leather for the uppers of shoes 
for the average person. This per- 
son has three pairs (round num- 
bers) per annum, and so about 
21 feet of leather to each pair of 
shoes. 

And if the inquisitive shoe clerk 
asks the manufacturer, he is likely 
to hear that 214 feet of leather to 
a pair is an ordinary cutting room 
allowance. 

Then there’s another view-—-a 
billion feet of upper leather figures 
out (rough reckoning) to about 
20,000 acres of leather, and that 
area of leather is enough to cover 
thirty square miles of territory, and 
thirty square miles is enough to cut 
up into ten standard townships. 


"Since we can't get them off, maybe you'll meet us half-way on price.’ 














WITHIN the same seven days, four of the fastest style 
operators in the country announced the introduction 
of this new last. When any one of these stores spon- 
sors a new style it’s news. When they all talk the 
same language at the same time, it’s an extra! 

The ReEcorDER published two advertisements fea- 
turing this last, which appeared on the same Sunday 
in New York papers. This week we follow with more 
details about the new walled last. Known, to date, by 
four names, Valkyrie (Saks Fifth Avenue), Plateau 
(O’Connor & Goldberg), Palisade (I. Miller), and 
Platoe (Bonwit Teller). 

All have the same general characteristic of a wall 
built up all around the vamp. The idea came originally 
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from the other side and has been aging in the wood 
for several months on this side of the sea in more 
than one last house. 

The objective is first to give a new look, a modern 
streamline expression to shoes. Second to achieve more 
comfort for the foot, while preserving that short, com- 
pact look that women want. The wall becomes a pocket 
into which the foot fits, eliminating pressure on the 
toes, while the “three-dimensional” planes break up 

[TURN TO PAGE 38, PLEASE] 
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WHAT IS AN EXTENDED CHARGE SERVICE 7? 
@ It is totally different than an ordinary Charge Account. With our EXTENDED 
Charge Service you can spread your payments over a period of three months 


You yourself arrange the terms of payment with our credit manager 


HOW TO OPEN AN EXTENDED CHARGE ACCOUNT! 
@ All you need to do is to write a post card or telephone for an application 
blonk. It's a simple thing; not a complicated questionnaire. Or, better still, come 
into the |. Miller Store, select what you like and then, instead of opening 


your purse, simply say. “! want to open an EXTENDED Charge Account.” 


How to sell a customer an entire 
wardrobe of Spring shoes by *E. C. A. 


—The Easy Way” 


DIALOGUE: SPRING, 1936 


*6JHAT’S the third pair of shoes you’ve worn this 
week. How come? Did you get a raise, or did a rich 
uncle leave you money?” 

“Neither, my dear. E.C.A. did it.” 

“What’s that? Government buying your shoes?” 

“Hardly. E.C.A. means ‘extended charge account. 

“Sounds interesting. How does it work?” 

“Simple. Very simple. Pick out your new Spring 
shoes at Jones’s Shoe Store. Fill out the application 
for E.C.A., telling-them how much you will be able to 
pay in each of three payments.” 

“Can I do that?” 

“Certainly. You have a steady job, and can pay 
your bills as they are due. That’s all they ask.” 

“That’s fine. Especially this Spring, when it’s so 
smart to have different sets of accessories to go with 
each dress or suit. Me for it!” 

And the E.C.A. is as good for orthopedics as for 
style shoes, or better. 

People who need shoes to help the feet need more 
than one pair. But when they have to pay $8.50, or 
perhaps more, they hesitate about buying two pairs 
at once, and paying cash. E.C.A. will sell that extra 
pair—or two. It will sell better shoes. And you'll have 
better satisfied customers, because theyll be wearing 
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Advertising circular used by |. Miller & Sons to explain Extended Charge Service. 
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Jf Miller. world Jamous maker of beautiful shoes. now, through a new, wonderfulle 
convenient Oxlended Charge Service, makes it possible for women of good taste 


but modest means to enjor the luxury of fine shoes, bags and hosiery a a ee ee) 
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WHO IS ELIGIBLE TO OPEN AN EXTENDED ACCOUNT ? 
@ We welcome — very glodly offer this service to all women who are reg- 
ularly employed or have a responsible, if modest means of support or income. 
And it doesn't matter whether or not you ever had a Charge Account in other stores. 


1S NOW A GOOD TIME TO OPEN AN ACCOUNT ? 
@ Yes. Right now we ore showing our new Fall models — beautiful and 
so chic and authoritatively “Costume-Right" shoes, bags and hose 
too, for Swagger Sports, Town Tailleur ond Dressy Afternoon Costumes. 





TURN TO THE BACK PAGE; FILL OUT THE APPLICATION BLANK; MAIL TO US am 
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correct shoes all of the time, and changing frequently. 

Still another angle to the E.C.A. plan is the extra 
business it will bring in from the moderate income 
groups for stores selling better grades of shoes. This 
has happened with the I. Miller stores, which have 
added several thousand new customers to their list 
in various cities since their extended charge account 
service was inaugurated (appropriately) by announce- 
ments appearing in the Washington papers the day 
after Labor Day, 1935. Next came Chicago. Then 
Kansas City, St. Louis, Philadelphia, Baltimore and 
New York. The plan clicked immediately in all but 
St. Louis and Baltimore, where it flopped the first two 
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SELLS MORE SHOES 


months, then began to gain momentum. In these two 
towns, apparently, the customers had to be educated 
to the idea. 

The Miller newspaper ads announcing this new 
service emphasized several pertinent points: 

“1. What is an extended charge service? 

“It is totally different from an ordinary charge 
account. With our extended charge service you can 
spread your payments over a period of three months. 
You arrange the payments with our credit manager. 

“2. How to open an Extended Charge Account! 

“All you need to do is to write or phone for an 
application blank. It is very simple; not a compli- 


cated questionnaire. Better still, come to the I. Miller — 


store, select what you like, and then, instead of open- 


Below: Application form for extended charge account. Right: 


Newspaper ad explaining plan. 








CREDIT LimiT 


B. MEER Beautiful Shoe 
EXTENDED CHARGE ACCOUNT APPLICATION 











me 
FULL NAME mas -—---— ——— 
miss 





RESIDENT ADDRESS ___ 





HOME OWNS 
PHONE HOME 


weeny 
SALARY 


Imone 


RENTS UVES WITH BOARDS 
HOME our 


TOWN 





HOW LONG EMPLOYED 
AGE OCCUPATION ves. | MOS. 





NAME OF COMPANY OR FIRM 





BUSINESS ADDRESS 





BANK (CHECKING) BRANCH 





ACCT. 
BANK (SAVINGS) BRANCH NO. 





ACCOUNTS WITH 





PERSONAL REFERENCES 








on" ties 
JAME AND ADORESS OF ON OTH 
NeAnest RELATIVE as SIDE ——> 

















1. MILLER PRESENTS THIS “EXTENDED CHARGE ACCOUNT” 
SERVICE, SUBJECT TO THE FOLLOWING CONDITIONS: 


© Purchases shall not at any time exceed the credit limit agreed upon, 
unless such excess shall have the approval of the credit department. Any such 
approval is not to be deemed a waiver of the credit limit agreed upon and 
each subsequent excess must have the approval of the credit department. 
© Delivery of initial purchases cannot be promised for less than five days, 
every effort will be made to expedite delivery. 

@ The bank listed in this application is hereby authorized to furnish |. Miller 
any information that it may desire. 
© Wt is agreed that this account shall be for my personal use only. 
° tn consideration of the sale of hendise to the undersigned by |. Miller, 
it is hereby expressly understood and agreed: 

That all bills shall become due and payable in three equal poy- 





ments on the 

months following the date of purchase. 

in the event any payment is not made by me when due, then the 

entire onpaid balance shall immediately become due and payable. 
1 certify that all the inforniation furnished in this application is true and 
correct end is given as an indvegment to extend credit to me. 


day of each three successive 





FOUR SIGNATURE HERE. 











by R. E. ANDRUSS 


ing your purse, simply say, ‘I want an extended charge 
account.’ 

“3. Who is eligible to open an extended account? 

“We welcome—very gladly offer this service to all 
women who are regularly employed, or have a re- 
sponsible, if modest, means of support or income. It 
doesn’t matter whether you ever had a charge account 
in other stores. 

[TURN TO PAGE 38, PLEASE] 
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I-MILLER 


FAMOUS MAKER OF BEAUTIFUL SHOES 





allows you fo pay for your purchase 
over a period of three months 


j EXTENDED 
= AEHARGE SERVICE? 





ee 
it is totally different thon an ordinary Charge Account 
With our EXTENDED Charge Service you con spread your 
poyments over o period of three months. You yourself 
arrange the terms of payment with our credit manager. 





TO OPEN AN 
~~ MONTINOED CHARGE ACCOUNT! 





ee 
All you need to do is to write or phone for on application 
blank. It's very simple; not a complicated questionnaire. 
Better still, come to the |. Miller Store, select what you 
like and then, instead of opening your purse, simply 
say, “I want fo open an EXTENDED Charge Account.” 


1S ELIGIBLE TO OPEN ©” 
~_ ; vaN EXTENDED ACCOUNT? 
ea ecemeecestetinccccc 
We welcome — very gladly offer this service to all women 
who are regularly employed or hove o responsible, if 
modest meons of support or income. It doesn't matter 
whether you ever had o Chorge Account in other stores. 





SNOW AGOODTIME 
~ BNO OPEN AN ACCOUNT? 
Yes. Right now we are showing our new Fall models 
—beoutiful and so very chic and authoritatively 


“Costume-Right” shoes, bags and hose too, for Swogger 
Sports, Town Toilleur and Dressy Afternoon Costumes. 
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SHOE 
MEN 
in the 


NEWS 








LUCKY CUSTOMER—Carl Reinhart, manager; L. H. Pollock, president of ( ) l \ M | 7 | / \ 
Pollock's, Inc., Asheville, N. C.; and Mrs. Frank Nesbitt. She won eighteen 


pairs of shoes and a Packard car in the Selby contest. 








SALES WINNERS—On 

board the S/S Queen of 

Bermuda, en route to Ber- 

muda and Havana. The 

group consists of fifteen 

R. Kinney Company 

store managers who won the 

trip in a sales contest. 

Reading from left to right: 

L. P. Johnson (Dallas, 

Texas), R. David (New 

Britain, Conn.), M. S. Rehak 

(Omaha, Nebr.), W. A. 

™ Birchfield, (Austin, Tex.), 

J. D. Geiger (Charlottesville, Va.), L. Cooper (Chicago, Ill.), E. J. Sieger (Fort Worth, 

Tex.), G. S. Wilkins (Newburg, N. Y.), C. J. Hannon (Adv. Mgr., New York), V. H. 

Williams (Springfield, Ohio), A. Sinclair (Trenton, N. J.), L. Skoller (Flushing, L. [.), 

M. Przybysz (Hamtramsck, Mich.), J. Komornik (Bridgeport, Conn.), H. F. Smith 
(Washington, D C.) and H. Webster (Erie, Pa.) 


SHOEMAKERS — Frank 
Quigley, Leon Knipe and 
Hal Read—three men out 
of the East, say: "Look to 
the rising sun of New Eng- 
land shoemaking.” 


ene eee 





BOOT AND SHOE RECORDER, February 22, 1936 


HURRYING—Henry Hassel of Chicago (right), 
snapped as he hastened to meet his brother Paul 
(left) at the new Hassel shoe store, Chicago. 


SPORTSMAN — Frank McLaughlin of 
Abercrombie & Fitch, is jubilant over the 
national acceptance of his sport shoe 
ideas from sun sandals to snow skis. 


PLAN PROMOTION—Retailers who dis- 
tribute Rhythm Step shoes met recently 
in a series of merchandising conferences 
conducted by Howard Stephens (stand- 
ing) of Johnson, Stephens & Shinkle, 


St. Louis. 














CARL N. SCHMALZ 


Assistant Professor of Marketing at Harvard 
University, School of Business Administration 


EVERY retailer recognizes the importance of the cus- 
tomer as a factor in his business. Without customers, 
there can be no business. On the other hand the store 
that has a good-sized clientele of loyal, steady cus- 
tomers experiences little if any difficulty in solving the 
other problems connected with profitable retail opera- 
tion. 

Despite the general recognition of these very ele- 
mentary principles, the customer has, until recently, 
been taken for granted by many retailers to an extent 
that: is little short of amazing. Retailers ran their 
businesses by rule of thumb methods, or according to 
habit or tradition. They took no particular pains to 
get acquainted with this very important person, the 
customer. They were shoemen, or clothiers or what not 
and as such did not propose to have anyone try to tell 
them how to run their business. They thought they 
knew what sort of merchandise should be sold in their 
stores, and having provided it, they thought customers 
should be ready and willing to buy it at prices which 
would show them a profit. 

The depression changed this attitude to a very con- 
siderable degree. It made merchants more customer 
conscious, and caused them to adopt a more concilia- 
tory attitude toward the people who, they found, were 
really in a position to rule or ruin any retail store. 
But while merchants were becoming more conscious 
of their customers, it appears that the customers were 
likewise and simultaneously becoming more conscious 
of themselves. Generally speaking, they had been a 
patient and long-suffering group of people. They took 
what stores offered them and paid for it, or if they 
didn’t like it, or couldn’t pay, they simply didn’t buy. 
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THE 


CHALLENGE 


of the 


CUSTOMER 


They were not organized collectively, and it hadn’t 
occurred to any considerable number of them that they 
had the power to take things in their own hands, com- 
pel merchants to operate their stores the way they 
wanted, or else—. 

The past few years, however, have witnessed a num- 
ber of very definite moves in this direction. Today there 
is such a thing as a “consumer movement” in this 
country. It is making considerable progress in various 
ways, and possibly it has advanced farther than many 
merchants realize. At any rate it is beginning to attract 
the serious attention of the larger retail organizations, 
as witnessed by the fact that it came in for serious dis- 
cussion at the annual convention of the National Retail 
Dry Goods Association, held in New York last month. 

Carl N. Schmalz, assistant professor of marketing 
and manager of the Bureau of Business Research, 
Harvard University, devoted a considerable portion of 
his address at this convention to what he termed “the 
consumer movement.” Said Professor Schmalz: 

“During the last few years there have developed in 
this country a number of phenomena which reflect con- 
sumer dissatisfaction with the distributors of merchan- 
dise or which encourage a critical attitude on the part 
of consumers. These phenomena are not parts of a 
single, concerted movement, but since they have in com- 
mon certain aspects of protest, people are coming to 
speak of them as the consumer movement. 

“First in the list of these recent developments is 
Consumers’ Research. You surely are familiar with its 
work, and perhaps you have pronounced views pro 
or con. If so, please put them aside, for our job at 
the moment is neither to praise nor to belittle, but 
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merely to use Consumers’ Research as a clue to the 
amount and nature of consumer dissatisfaction. 

“Consumers’ Research has over 52,000 subscribers 
and the number is increasing. Its publications go into 
52,000 households where distrust of distributors and 
their merchandise has become sufficiently strong to 
lead to a direct expenditure of $3.00 or so a year. 
These 52,000 households must include 150,000 or 200,- 
000 individuals who have learned to be suspicious of 
people with goods to sell and who have been encour- 
aged in an attitude of antagonism toward retailers. All 
Consumers’ Research subscribers sign a pledge to keep 
the information supplied to them confidential, but if 
we may assume that subscribers typically do not take 
this pledge seriously, and actually do make their re- 
ports available to their friends, possibly the influence 
of Consumer’s Research has been multiplied by two 
or even three to include 400,000 or 500,000 individuals. 

“The existence and growth of Consumers’ Research 
not only reflects lack of confidence; it breeds lack of 
confidence. 

“In a similar way, dissatisfaction and unrest among 
consumers has been stimulated by a number of books 
published in recent years. The first of these was ‘Your 
Money’s Worth’ by Chase & Schlink. The reception of 
this book is said to have led directly to the establish- 
ment of Consumers’ Research under the presidency of 
Mr. Schlink. 

“*Your Money’s Worth’ was followed in a few years 
by ‘100,000,000 Guinea Pigs,’ written by Mr. Schlink 
and an associate. This book was a best seller in many 
cities for a great many months. Other similar books 
by Consumers’ Research people include ‘Partners in 
Plunder’ and ‘Skin Deep.’ Other authors have been 
active in this kind of writing, but apparently with less 
success. Their books include: ‘Paying Through the 
Teeth,’ ‘Our Master’s Voice—Advertising,’ ‘The Con- 
sumer Seeks a Way,’ and others. Here again, our con- 
cern is not with the accuracy of these books, or with 
the good taste or economic philosophies of their 
authors. We want merely to ask ourselves: What are 
the effects of these books on consumers and what 
should we as department store executives do about it? 

“Third, let us look at the home economics move- 
ment? 
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What the “Consumer Movement’ Means, 
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How It May Affect Retail Business. 
and What Merchants Can Do 


to Reclaim Customer Confidence 


“The home economics instruction in our universities 
and colleges involves a great deal more than instruc- 
tion in purchasing for the home; but it inculcates a 
matter-of-fact point of view toward merchandise, and 
directly or incidentally it gives young women a great 
deal of basis for intelligent criticism of stores and the 
goods they sell. Lately the interest of home economics 
people in this sort of thing has been growing. The pro- 
gram of the American Home Economics Association 
for the current year includes, among other objectives, 
two which are significant. 

“1. Emphasize the value of education for the con- 
sumption of goods and services. 

“2. Stimulate interest in quality and performance 
specifications for consumer goods and in the increased 
use of informative labels on the retail market. 

“How big is the home economics movement? Less 
than two years ago, according to government survey, 
instruction in this subject was being given in 526 insti- 
tutions of higher education. These 500-odd _ institu- 
tions were offering 8680 individual courses in home 
economics and these courses were serving a combined 
enrollment of more than 44,000 students, or probably 
22,000 individuals. You can readily see that this is 

[TURN TO PAGE 40, PLEASE] 


@@ During the last few years there have devel- 
oped in this country a number of phenomena 
which reflect consumer dissatisfaction with 
the distributors of merchandise or which 
encourage a critical attitude on the part of 
consumers ... These various influences show 
the consumer how to be critical, educate her 
in the shortcomings of manufacturers and 
retailers, and often urge active revolt. They 
keep alive and intensify the natural suspicion 
of buyer toward seller. All this is bad for 
retailers. ae 

CARL N. SCHMALZ, 


Assistant Professor of Marketing, 
Harvard University. 




















THE sale of children’s shoes over the counter is defi- 
nitely on the increase. Already the Spring stocks are 
piled mountain high in stores in the 25c-50c-$1.00 
volume field. The shoes are usually bought by some 
adult who purchases approximately the size of the shoe 
needed, in the hope of rationalizing the fitting at home. 

In the majority of cases, these are not customers 
who live in isolated backwoods places, but city cus- 
tomers, economically minded. The shoes are in the 
runs of ages approximately up to six years, and the 
mischief of misfit has its beginning in these over- 
the-counter sales. The foot troubles of little ones are 
accelerated by the habit of buying these shoes in 
Springtime. The parents and adults must have the 
feeling that the low cuts and sandals must be bought 
cheaply, whereas in the Winter run, better high cuts 
and oxfords are needed. 

No particular complaint can be made as to the 
values given for $1.00 because the shoes represent just 
about what might be expected for that price. The 
error, however, lies in the development of faulty and 
abnormal feet at a time of child life when growth 
and development increase. 

In a way, there is much more intelligence in the 
purcahse of footwear in the backwoods districts of 
primitive India than there is in the so-called height 
of civilization in the big cities of America. For ex- 
ample, believe it or not, but some shoes are sent from 
a retail shoe store in Detroit to Cawnpore, India, with 
the toe caps removed so that the foot can extend even 
beyond the sole itselfi—to take care of the growth of 
the feet of little children there. But here, in these 
enlightened cities of ours in America, we sell chil- 
dren’s shoes without fitting, without service and with- 
out common sense on the part of the parent or the 
merchant. 

Children in the ages of vigorous growth may show 
increases in foot length of a full size in a six months’ 
period; and yet these shoes are sold in unrestrained 
retailing to cripple, maim and injure the feet of 
growing Americans. 

What a folly to permit the continuance of over- 
the-counter sales of shoes when there are so many 
facilities at retail for the proper fitting of feet. If 
the shoe industry were a vigorously aggressive indus- 
try, interested in rendering true social service, it 
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She Editors Qullook 


SELLING CHILDREN’S SHOES OVER THE COUNTER 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


would protest and demand some regulation or ordi- 
nance prohibiting in cities and states the sale of chil- 
dren’s shoes without fitting service. 

No longer is it possible to buy eyeglasses over 
the counter. Neither should it be possible to sell foot- 
wear, and particularly children’s footwear, without the 
simple service of approximating the proportions of 
feet to footwear of all kinds. 

In a study made of the feet of children between the 
ages of four and six by the Wisconsin School, it was 
discovered that 26 per cent of the shoes and 97 per 
cent of the stockings were short-fitted. In Wauwatosa, 
Wisconsin, in the elementary schools, the school phy- 
sician examines the feet of children to discover any 
obvious malformations. 

Splendid progress toward good posture and good 
foot health comes through such attention to health 
by progressive schools in many parts of the country. 
But the mischief of misfitting continues nevertheless 
and is considerably aggravated in communities where 
there is no foot discipline in the schools. If a cure 
cannot be found through local ordinance, city law or 
state regulation of the sale of commodities affecting 
health, then the pressure of education must be taken 
up by the shoe merchants themselves. They must set 
up rules in their own stores against the sale of unfitted 
children’s footwear. 

To some stores that consider children’s business a 
minor nuisance because it is not relatively as profit- 
able in dollar volume, the honest thing to do would 
be to discontinue the department and negotiate with 
some other store that is interested in juvenile service. 
But in every store that does sell children’s shoes the 
rule should be—fitting by competent shoe experts. In 
the window of the store there should be a card to the 
effect that Children’s Feet Must Be Fitted. No 
children’s shoes should be purchased anywhere 
over the counter, for growing feet deserve the 
service of proper fitting. 

A step in this direction, at this time, would be 
beneficial to the children of a nation and not without 
real measure of good will and prestige to the shoe 
stores of this country. 
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N OTHING brings back 


repeat customers quicker than a shoe that’s won a 


reputation for a long, honest, money-saving wear. 


Nothing makes a shoe last longer than a long- 


wearing sole — and no sole ever built will outwear 


a Goodyear Wingfoot! 


There’s your answer to better business. Put two 
and two together and make PROFIT by featuring 
shoes with waterproof, super-wearing, customer- 


satisfying Goodyear Wingfoot Soles! 


America’s Fastest- er Selling Sole 


WINGFOOT SOLES and HEELS 


When writing advertisers please mention Boot and Shoe Recorder 








MY 
PHILOSOPHY 
OF 
BUSINESS LIFE 


by 
LOUIS F. TUFFLY 
President, National Shoe Retailers Association 


As told to Harry R. Terhune 


Just buying and selling the best 
shoes possible is not enough — 


the store must be humanized 


*°§ 0 you want to know my philosophy of life,” Louis 
F. Tuffly repeated back to me as we sat in the parlor 
of his suite in the Hotel Texas after the Texas Shoe 
Retailers had just finished their convention. 

Louis had been signally honored by his home state 
association, a body of which he has been an active 
member and officer since its inception. Perhaps the 
many genuine personal and public ovations from the 
home folks which this Houston shoe merchant had 
received recently, coupled with the fact he was going 
back to his own store in the morning, caused him to 
talk a little. 

That’s something rare for the new president of the 
National Shoe Retailers Association, as he never likes 
to talk about himself. In the many years I have had 
occasion to interview Louis Tuffly, I have always found 
him most ready and willing to talk about his own 
business, discuss business problems in general, but 
decidedly shy when it came to referring to himself. 

However, in the course of our relaxed chat, Louis 
remarked, after repeating my question: “I think I am 
in rather a tough spot. My father established a repu- 
tation, so it is up to me to maintain it. It goes without 
saying that it is harder to maintain a reputation than 
to establish one.” 

Then the new president of N.S.R.A. stopped for a 
second, evidently thinking out loud: “I have a son 
coming along. I want to pass on to him what my 
father passed on to me.” 

That, men, is the finest philosophy of life I have ever 
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LOUIS F. TUFFLY 
Krupp & Tuffly, Houston, Texas 


heard—simple, honest, straightforward and from the 
heart. 

As the talk with Mr. Tuffly progressed, these intimate 
sidelights on the character and the way he views busi- 
ness life in general, developed: “I am not in the shoe 
business to make a lot of money. I do want to make 
a comfortable living, then I want to see everyone who 
does business with us make a profit on us, just as we 
want to make a profit on our customers. 

“In our store, it is not considered good business or 
honest business to drive a bargain to the point of ex- 
haustion. Many times we have been warned not to 
buy from this house or that house, because of their 
reputation for trimming people. Yet we have gone 
ahead buying from them and never regretted it. Per- 
haps it is our attitude toward them that causes them to 
act fairly with us. Many times we have paid manu- 
facturers ten, fifteen and twenty-five cents a pair more 
than the asked price, when we knew they were in a 
jam. Let me tell you, Harry, this policy has made 
money for the house rather than cost us money. 

“Our business policy is simple. It is ‘Live and Let 
Live.’ 

“Life is made up of many good little things which 

[TURN TO PAGE 48, PLEASE] 
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@ GARSIDE makes fine use of Colonial Patent 
O @O ¥4 i Z Ca and mesh in this beautifully styled, 3-eyelet tie. 


10 bine 


te best. PATENT LEATHER SHOES 


Blue is a perennial favorite —and blue patent leather will be more in favor 


this year than ever before. True and authentic, Colonial 166 Blue will be seen on 


Colonial has the largest and most 
complete selection of authentic col- 
ors—30 in all—any color you need 
for Spring. You'll see these colors 
on most of the best shoes. 


the best shoes. Its rich finish wears well; it is the least 
susceptible of all patent leathers to cracking; it retains its 
beauty an exceptionally long time. What better guar- 
antee of success for your finest shoes than Colonial 166 


Blue? Colonial Tanning Company, Boston, Mass. 


MERIT HAS MADE IT THE WORLD’S LARGEST SELLING PATENT LEATHER 
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Down South 
KEEP YOUR FEET 


COOL—AND CHIC— 
IN STRAW SANDALS 


495 7.50 
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Note the ad emphasis on tailored types of shoes to 


Ads of interest from various 

cities, East, West, North, 

South, that reflect the new- 
est trends in styles. 


complete new tailored costumes. 


FEATURE 


NOTWITHSTANDING the fact 
that temperatures in the neighbor- 
hood of zero, and below, have held 
the greater part of the country in 
their grip for an unprecedented 
period this month and last, and 
despite the slowing up in retail 
business that has inevitably fol- 
lowed this extraordinary weather 
condition in many localities, re- 
tailers are bending their publicity 
efforts more and more to the pro- 
motion of new styles for Spring. 














NEWSPAPER ADS 


SPRING 
FOOTWEAR 


This applies particularly to 
women’s shoes, where the new in- 
terest in lasts, patterns, colors and 
materials is reflected in current ads 
the country over. 

Surveying a group of these cur- 
rent ads, clipped from newspapers 
from many cities, one discerns a 
number of definite style trends, 
which undoubtedly will influence 
the course of retail shoe styling and 
promotion during the early part of 
the Spring selling season. Promi- 
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THE 
LESSON 
IN AN OLD 


. BOARD 


See how the fibres of the board have loosened, sep- 
arated, made the board punky and worthless for service. 
Sole leather, like any board, is a mass of fibres. They too 
will loosen, separate, crumble away—if not held fast by 
correct hide growth and proper tanning. Be sure of your 
sole leather tannage. That’s the lesson in the old board. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


will give a surprising amount of mileage for every iron 
of thickness. The fibres of fine hides are solidly set by our 
old-fashioned, layaway-vat tanning method. When 
KISTLER “BENCH BRAND” outsoles go onto your 
street, dress, sport and heavy-duty shoes, you can feel 
that your business will improve in the same measure as 
your customers are benefited. 


ny 
~ ‘i 
THIS CHART REPRE- 
SENTS A SIDE OF 
LEATHER. THE PART 
USED FOR KISTLER 
“BENCH BRANO"™ 
SOLES 1S ABOUT 13% 
OF THE WHOLE SIDE. 


FOUNDED - 1840 
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The Footwear Shop Presents— 
Footwear for Spring 














A few Spring shoe ads clipped from newspapers of South and Southwest, where the 
season starts early. 


nent among these trends is the 
tailored vogue, which harmonizes 
with the tailored modes in women’s 
apparel so strongly forecast for 
this Spring. Types of shoes appro- 
priate for the tailored mode are 
played up prominently by a num- 
ber of houses, for example I. Miller 
& Sons who say in an interesting 
newspaper ad: “Most important, 
the Spring Tailored Shoe. With tai- 
lored clothes—suits especially, 
carrying everything before them 
this season, the tailored shoe plays 
a major role in the pageant. Time 
was when ‘tailored’ shoes were first 
cousins to ‘comfort slippers’—but 
now ‘tis all changed—they’re youth- 
ful, sleek, smart and so diversified 
that any foot can find its type— 
any costume its complement—that 
is, in I. Miller beautiful shoes now 
ready in complete assortments for 
Spring.” 

Volk Bros. of Dallas emphasize 
the return of the reptile vogue, pic- 
turing a T-strap in lizard and an 
alligator oxford belted with calf, 
in black, brown or navy, priced at 
6.75 “Everything that’s news in 
shoes is emphasized in these lively 


Spring lizard and alligator shoes,” 
says the copy. “You'll like them 
with suits, with prints, with coats! 
And we bring you four important 
styles from which to choose!” 

As a new high style note, Saks 
Fifth Avenue recently presented 
bronze kidskin and said of it: “The 
definitely elegant mood that makes 
you insist on real lace at your wrists 
inspired us to create these shoes. 
The leather, soft and supple as a 
glove, comes out of its coppery bath 
with the rich patina of an antique. 
Distinguished with blues and greens 
and printed silks.” The four shoes 
illustrated in the ad retail at $12.75 
to $16.50. 

“There’s no price premium on 
smart British Tan,” says Imperial 
Shoe Store of New Orleans, in ad 
promoting this widely heralded 
Spring shade. “That’s why we've 
had our newest budget shoes repro- 
duced in this striking new color. 
Wear PLAYBOY with sports out- 
fits in green, gray or navy. Wear 
the ‘Coty’ fabric slipper with after- 
noon ensembles of harmonizing 
shades. Both are priced only 4.90.” 

As a specialty for Southern vaca- 


tion wear, Best & Co., New York, 
say, “Keep your feet cool and chic 
in Straw Sandals. The Tropics are 
hard on your feet, we're told. 
Swelling, soreness, heat, general 
discomfort are often the lot of the 
newcomer. So straw shoes should 
prove a welcome novelty. For 
they’re cool, light, easy on the feet. 
These are made in Czecho-Slovakia, 
where they’re adept in making shoes 
in any material. The styles are 
smart for spectator or beach wear. 
The texture and the neutral tint 
blend with any costume.” 

“Spring looks squarely at pat- 
ent,” says Regenstein’s Peachtree 
Store, Atlanta, in one of a consider- 
able group of ads from various 
cities playing up the popularity of 
this leather for the coming season. 
“Your first consideration should be 
patent leather,” says this ad, “for 
fashion advocates it strongly.” And 
Chandler’s of New Orleans calls 
patent “perfect for Spring.” A lot 
of shoe stores are advertising this 
shiny leather, and it’s particularly 
good, we’re told, in pumps, which 
this season, as every season, are 
much in demand. Innes Shoe Com- 
pany, Los Angeles, refers to patents 
as “New Spring Classics for Day- 
time!” and says in a smart ad: 
“Fashion again bestows special 
favor on the glistening, jet black 
beauty of patent leather. Subtle 
newness of detail and just the right 
degree of chic in these new Innes 
models.” 

Gray, of which much has been 
heard for Spring, also gets its 
break in the current newspaper ad- 
vertising of new footwear. In a 
Los Angeles advertisement, I. 
Miller & Sons present gray as “the 
smarter accessory color. Whether 
you wear all gray or use gray as 
a flattering contrast note, you will 
more than approve of I. Miller gray 
shoes and bags,” says this ad, 
“catching as they do, the very spirit 
of the more advanced fashions and 
bringing an importance to shoes 
and bags that is not to be slighted. 
The all gray outfit may so easily 
rely just on hat and gloves for 
sharp contrast, using gray bags and 
shoes—or in contrast the bags and 
shoes of gray complement nicely 
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A+ Complete Line o 
SHINOLA SHOE DRESSINGS 


POLISHES * CLEANERS * DYES FOR EVERY TYPE OF SHOE 





pore America’s largest-selling line of shoe 
polishes, announces a complete line of shoe 
dressings—in every color, for every type of shoe, 
at every season of the year. 

Now you can stock a Shinola dressing for every 
shoe—suede, kid, buck, calf, reptile—in every solid 
color and two-tone shades—to meet the needs of 
every customer. Companion products to the pop- 
ular 10¢ tin of Shinola paste polish, and includ- 
ing the amazing mew Shinola White Shoe Cleaner 
with the absolute “no rub-off” guarantee backed 
by a sensational double-money-back offer. 

Shinola advertising has made the Shinola name 
known to everyone who reads. This year’s cam- 
paign is the greatest yet. Smashing page and 
other large-space advertisements in The Saturday 
Evening Post, Liberty and The American Weekly 
will tell the story of the complete Shinola line to 
millions of your customers. 

Cash in on the Shinola name and Shinola 
advertising by carrying all Shinola products. A 
year-round line backed by year-round advertising 
means year-round profits for those who sell the 
complete Shinola line. 





* CREMES: Offered in Black 


% FABRIC CLEANER for shoes 
and Neutral in bottles and 


in gabardine, linens, novelty 
cotton weaves and white 
meshes. Also for satins and 
crepes. May also be used for 
other articles of wearing 
apparel, and leaves no rings. 


* DYES: For dyeing a jet 
black, shoes or handbags of any 
color. Black Suede Dye to dye 
suede of any color a jet black, 
also to restore original color 
of black suede, buck or re- 
versed calf leathers. Shinola 
Brown Dye dyes all light-col- 
ored leathers a dark brown. 


% BLACK FRENCH DRESSING: 
Shinola French Dressing is for 
all smooth black leathers. It 
dries rapidly, with a brilliant 
lustre, requires no brush- 
ing. Also for black boarded or 
smooth calf handbags. 


tubes. Brown in bottles only. 
For enhancing the beauty of 
highly glazed leathers (shoes or 
handbags), patent leather, alli- 
gator, kid and calf, 


* LIQUIDS: A shoe dressing 
for which there is an ever- 
increasing demand. Now 
offered by Shinola in Black 
and Brown, for all smooth 
leather surfaces. Shinola Black 
Liquid may also be used for 
black mat finishes. 


* SUEDE DRESSINGS: Suede 
is coming in stronger as a style 
feature. Shinola meets the trend 
with a complete line, including 
Black, Blue, Dark Brown, 
Light Gray, Beige, Chamois, 
White and Neutral. 


* NEW WHITE CLEANER: For all smooth-surfaced leather or fab- 
ric shoes. Removes stains, whitens instantly — guaranteed not to 
rub off. For white suede or other shoes with a nappy surface, 
Shinola White Suede Dressing cleans quickly and maintains the 
rough, nappy surface of these leathers. 
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AN shoe retailing, service is king. 
There is no doubt about that. Selling 
shoes is a highly specialized art and 
somewhat of a technical task. It is 
even more specialized than selling 
chinaware, gloves, furs, furniture or 
art needlework. But, tragically, too 
many retailers have failed to grasp 
the significant truth that service is the 
winning recipe in profitable opera- 
tions and that salespeople, after all, 
are the embodiment of service itself— 
they reveal it in every move they make. 
Salespeople, in the eyes of the aver- 
age customer, represent the store 
policy, the store’s character, the very 
store itself. 

Service is paramount. Customers 
today demand service as they demand 
value in merchandise. Fierce and 
keen competition have forced the aver- 
age customer to expect efficient ser- 
vice at all times, and whenever the 
customer is the victim of sluggish, in- 
efficient service that same customer 
will rarely file an official complaint 
with the store management. It is far 
too easy to trade elsewhere. Poor ser- 
vice does result in heavy losses in 
sales and store patronage and an even 
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Better Shoe Service Needed 


With Super-Service in Every Competing Industry, 
Shoes Must Be Given More Effective Public 
Presentation Thax Ever Before 


by 
Maxwell I. Sehultz 
General Sales Manager 


WILLMARK SERVICE SYSTEM INC., 
Before the Middle Atlantic Shoe Retailers Convention 


more chronic condition is created 
when the conditions responsible for 
such unreported complaints remain 
uncorrected, thus leading to further 
losses in sales and profits. 

The findings of a recent survey con- 
ducted by the University of Oregon 
coincide with the statements just made. 
This survey pointed out that the sales- 
person was responsible for at least 
30 per cent of the customers lost to 
the average retail store. 

1. Nine per cent of the lost customers 
were due to the “I don’t care” attitude 
of the salespeople. In other words, in- 
difference. 

2. Seven per cent of the lost custom- 
ers were due to the haughtiness of the 
salesperson when a customer did not 
make a purchase. 

3. Six per cent of the lost customers 
were due to over-insistence of the sales- 
people. 

4. Five per cent of the lost customers 
were due to misrepresentation of the 
goods. 

5. Two to 10 per cent of the lost cus- 
tomers were due to ignorance of the 
merchandise on the part of the sales- 
people. 

An even more concrete and current 
picture of selling conditions as they 
exist in shoe stores today can be 
gleaned from a nation-wide analysis 
recently completed by our own com- 
pany. Five hundred reports were made 





SALES SURVEY RESULTS 


Good Fair 
65% 20% 
. 56% 28% 
67% 6% 


Bad 
15% 
16% 
27% 
18% 
15% 
52% 


Approach 
Greeting 
Price Range .... 
Thank You 80% 2% 
Entire Service .. 44% 41% 
Suggestive Selling 30% 18% 





on salespeople covering all kinds of 
shoe stores located throughout the 
country and in units which we had not 
previously serviced. 

These surveys well demonstrate how 
much room there is for improvement 
in selling in the average shoe store. 
Above all, the analysis bore out in 
bold relief that suggestive selling is 
being completely neglected by over 
50 per cent of the salespeople tested 
and that 18 per cent were doing only 
a mediocre job of it. 

Too much stress cannot be laid on 
the power of suggestive selling. The 
power of suggestion, intelligently 
harnessed and applied, can be made 
a vital force in stimulating and in- 
creasing sales by many a healthy per- 
centage. Sales can be lifted in many 
instances through such efforts by at 
least 20 per cent. This result has been 
experienced by many stores who have 
waged a concerted campaign in this 
direction. 

For a minute let us dwell on these 
facts. In accordance with the figures 
of the National Shoe Retailers Asso- 
ciation, the average salesperson in the 
shoe stores doing an annual sales 
volume of $30,000 or less averages 
$7,680 in total yearly sales. In stores 
doing a volume between $30,000 and 
$75,000, the salesperson’s annual sales 
average $9,120. And in stores doing 
a volume of over $75,000 yearly, the 
salesperson averages a total of $8,285 
in sales. Basing our calculations on 
these figures, one does not overstep 
the bounds of sound judgment in esti- 
mating that the average salesperson, 
through the proper utilization of sug- 
gestive selling wherever practical and 

[TURN TO PAGE 50, PLEASE] 
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THE SUB-DEB GOES EXCLUSIVE 


SHOE STORES and shoe departments which are mind- 
ful of the wide gulf separating the children’s trade and 
that of the young miss of high school age are gaining 
some important business. A number of stores in va- 
rious parts of the country have sensed the advantage 
of making this separation. Experience and a study 
of the buying habits of young girls have proved that 
a separate department invariably operates to the best 
advantage when adjacent to the regular children’s 
section. 

Over year ago, Volk Brothers set up a separate shoe 
section for young girls, which they labeled “Sub-Deb 
Department.” With a year’s operation as a background, 
this Dallas store finds its experience most satisfactory. 

In talking with B. D. Abney, children’s shoe buyer 
in Volk’s, it was learned that the idea was conceived 
from conversations with girl customers. They frankly 
admitted that they did not like the idea of sitting 
down in the children’s department and being con- 
sidered children. They felt that if they had a depart- 
ment of their own, they would feel out of the chil- 
dren’s class. 

Even though the shoe trade has used the term 
“Growing Girls” from time immemorial, the growing 
girls themselves do not take kindly to it. The depart- 
ment is therefore called “Sub-Deb.” 

What was considered a good-sized space in the front 
of the third floor children’s department was set aside. 
The entire atmosphere of this section was wholly dif- 
ferent from that of the children’s department. The 
wall treatment of the children’s department has va- 


New “sub-deb" shoe sec- 
tion fashioned out of the 
original third floor chil- 
dren's shoe department of 
Volk Brothers, Dallas. Part 
of original children's de- 
partment is seen at the left. 


Shoe stores discover the modern 
girl will buy more shoes if given a 
section of her own, distinct and 
apart from the regular juvenile 
department. 


rious cut out figures of interest to youngsters up to 
grammer school age, while the figures on the wall in 
the new department show sophisticated young misses 
in action. Local college and high school colors give 
an added warmth to the setting. Regular chairs are 
used in contrast to the animal seats in the children’s 
department. 

Within a year this new department has been doubled 
in size. Girls come in large numbers, because they 
feel it is their own shop. They like the high school- 
college atmosphere. Women are constantly coming to 
this department for 11/8 to 13/8 heels. These women 
find ideal sport shoes in this Sub-Deb section, which, 
by the way, is in direct competition with the other 
two floors selling women’s shoes. As all buyers work 
in harmony, there are no conflicting styles. 

When the Sub-Deb department was first opened, 
divided records were kept in order to watch the prog- 
ress of this new venture. In the last year this depart- 
ment has made a remarkable gain, as it is constantly 
playing up the style angle stronger and stronger. 
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For Wear 
with PASTELS and DARK COLORS 


SIN this season of contrasting accessories, the high point of summer chic is stark, dazzling 


white — the white of snow, or of Moroccan houses in the sun—for accessories to wear with 


costumes in pastels or dark colors. 


Co get this intense, dramatic quality of whiteness into the shoes that you promote, you 
must do two things. The first is to choose a material that is not only true white in itself, but 
has a surface that can reflect back the light. The second is to preserve this surface in the 
shoes you detail—choose types that gain all their interest through design, don't break up the 
surface by treatments. To gain a light effect, break up the areas by openings, as in sandalized 


patterns. 


New Castle Chew. (Al foal Kid © cia 


100 Gold Street, (New York Cry 


When writing advertisers please mention Boot and Shoe Recorder 
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How Extended Credit Sells 
More Shoes 


[CONTINUED FROM PAGE 21] 


“4, Is now a good time to open an 
account? 

“Yes. Right now we are showing 
our new Fall models, beautiful and so 
very chic and authoritatively ‘Custom- 
Right’ shoes, bags and hose too, for 
swagger, sports, town tailleur and the 
dressy afternoon costumes.” 

The folder reproduced here was sent 
out to selected lists in three groups. 

1. Girls, regularly employed, making 
$20.00 a week and up, and living at 
home. 

2. Girls, regularly employed, making 
$40.00 a week and up, not living at 
home. 

8. Married women, whose husbands 
are civic employees making $25.00 to 
$40.00 a week. 

Asked what “permanently employed” 
meant, Mr. Tobey said that about two 
years or more in one position would 
be considered a “permanent position.” 

In response to the request for an 
Extended Charge Account, the appli- 
cant is given a simple form which is 
very simple—easy to understand and 
fill out. 

The customer fills in the information 
requested, then signs her name on the 
reverse of the card, thus endorsing the 
agreement of the contract which ap- 
pears thereon. 

Both sides of these applications are 
reproduced. Briefly the “Conditions” 
on the reverse of the card are: 

1. Purchases shall not exceed credit 
limit agreed upon. 

2. Delivery of initial purchase can- 
not be promised inside of five days. 

8. The bank listed is authorized to 
supply information to I. Miller. 

4. Account shall be limited to per- 
sonal use. 

5. All bills shall become due and 
payable in three payments as arranged. 

A form letter is sent to the bank 
listed as a reference. 

The applicant is asked how much 
credit she desires, and how much she 
wishes to pay on each of the three 
“pay days” listed in the agreement. 
She is not compelled to pay an equal 
amount each month, but she must pay 
part each month and keep the agree- 
ment she makes. The credit limit is 
equal to two weeks salary or less, 
according to circumstances. They 
usually ask for less than the store 
would give. Collection losses have been 
under one sixteenth of one per cent. 

Average sales, to date, have been $15 
a customer; often the purchase in- 
cludes hosiery and bag, as well as shoes 
(an ensemble). These customers are 
consistent buyers. 

Advertising was suspended for the 
sale period, but will be taken up again 
for Spring, using small space next to 
regular advertisements. 

In a symposium contributed by ex- 


ecutives of department stores to the 
Dry Goods Economist, is the state- 
ment: 

“The greatest opportunity in years 
to be instrumental in enlarging store 
volume lies before credit managers this 
year. Particularly do they stress the 
sales possibilities which lie in aggres- 
sive seeking for new accounts. 

“They point out that many families 
whose financial standing made them 
ineligible for credit two years ago, and 
to a great extent in 1935, have now got 
on their feet. Not only is it now safer 
to grant these families credit, but also 
their need for goods has accumulated 
enormously. Control which is firm, 
though without the extreme rigidity 
necessary a year or so back, is advo- 
cated, with prompt reporting of all in- 
stallment sales through credit bureaus.” 

Which definitely indicates an expan- 
sion of installment selling—both long 
and short term accounts according to 
the merchandise—by the department 
stores, 

With the “E.C.A.—easy to pay” 
plan, and a logical presentation of its 
advantages, many shoe stores will be 
able to do a safe credit business that 
brings in extra sales from the cus- 
tomer groups in the lower, but regu- 
lar, income brackets. 

Not only are these people apparently 
appreciative of better quality, but they 
are inclined to be judicious in the 
amount of credit they request, and very 
anxious to pay bills promptly. 

One wonders how many of these are 
persons who formerly wore better 
shoes, but took to cheaper grades 
through necessity. Whether it’s that, 
or just the natural desire for better 
things, “E.C.A. the Easy Way” looks 
like the way to more business for many 
stores this Spring. 





The Stepped-Up Last 


[CONTINUED FROM PAGE 19] 


the flat expanse of a broad vamp. We 
are learning better every day that 
comfortable shoes need not be clumsy 
shoes. This new development is one 
more link in the union between foot 
freedom and shoe beauty. 

To the student of fashion silhouettes, 
there is a subtle parallel between em- 
phasized shoulders in costumes and 
these new “shoulders” in shoes. Most 
tailored clothes have this extended, 
accented look at the shoulder line, as 
shown by the costume photographed. 

Walled lasts belong primarily to tail- 
ored costumes and tailored shoes, al- 
though, like the square heel, they are 
also being built on high heeled types. 
This trend extends their use but also 
“Mongrelizes” the essential character 
of the last. 
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According to Manager Gerton of 
Saks Fifth Avenue, and to Seymour 
Troy, who developed “Valkyrie” for 
him, the walled last has an instant ap- 
peal for the woman who wears custom 
shoes and who knows that shoe beauty 
begins with the wood. The Valkyrie 
is not every woman’s shoe. It should 
not be taken too literally. 

Variations on this theme may grow 
very popular, but the Valkyrie itself 
is too sophisticated a shoe to have a 
general acceptance. 

Valkyrie was made definitely extreme 
to dramatize the idea. The first of a 
series of some 30 walled last shoes 
which Saks Fifth Avenue will intro- 
duce, Valkyrie No. 1 is made entirely 
in one piece, with a crimped vamp, ex- 
tended high over the instep in a line 
that suggests the actual, stark shape 
of the last itself. All the succeeding 
models will retain this high front, this 
seamless, glove-like expression. 

The name, taken from the term used 
to describe the warrior women of Nor- 
dic mythology, has a sturdy, almost 
primitive background. And that is the 
theme song of the shoe. But it took 
months of patient painstaking research 
to work out the delicate proportioning 
of the wood. Simplicity, yes, but the 
most sophisticated kind of simplicity! 

The other variations of the walled 
last which have appeared up to date 
are less dramatic, developed in more 
generally salable models. Plateau, 
Palisade and Platoe (Bonwit Teller’s 
have a Greek pun for it) are shoes 
with a readier acceptance. The walled- 
last shoes that we will see in the next 
few months will undoubtedly follow 
these modified versions. But hats off 
to the store that had the courage to 
make a shoe as dramatic, as excitingly 
different and starkly simple as Val- 
kyrie. For it is such leadership that 
makes for progress. 


Buffalo Retailers Elect Directors 


BuFFALo, N. Y.— Notwithstanding 
the worst gale in Buffalo on record, 
members of the Buffalo Shoe Retailers 
Association, undaunted, held their regu- 
lar meeting on Feb. 5, at. the Hotel 
Statler, for the election of direccors. 
Those elected were Jack Jacobs, Paris 
Boot Shop, 624 Main Street; Michael 
Santercole, 773 East Delavan Street, 
reelected; Fred Manning, 1495 Genesee 
Street; Herman Meyer, 570 William 
Street; Clarence Lanich, 847 Tona- 
wanda Sireet, reelected; Oliver La- 
Reau, 65 Grant Street, reelected; 
Samuel Laufer, Broton Shoe, 1057 
Broadway. Honorary members elected 
were George Lemler, Angola, N. Y.; 
Frank Panseka, Lancaster, N. Y.; 
William Measer, Williamsville, N. Y., 
and George Latimer, Hamburg, N. Y. 

After the meeting a buffet luncheon 
was served. Members of the associ- 
ation are looking forward to this yea: 
as one of the banner years in the his- 
tory of the organization. 
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Challenge of the Customer 


[CONTINUED FROM PAGE 25] 


another large and growing force mak- 
ing for consumer unrest. 

“Then there is the consumer’s co- 
operative movement which seems to be 
taking on new life. The people inter- 
ested in consumer cooperation—and 
they look upon it as a desirable alterna- 
tive to the profit system—appear to 
have shifted their efforts from the 
establishment of cooperative stores to 
the creation of a cooperative mail order 
concern and affiliated local consumers 
clubs which serve their members as 
cooperative purchasing organizations 
in the procurement of a variety of 
goods and services. A central organi- 
zation known as Cooperative Distribu- 
tors, Inc., has been set up here in New 
York. It publishes a small monthly 
magazine, certain issues of which con- 
stitute a catalog of the products sold 
by mail. These articles are carried in 
stock or sent out regularly by the 
manufacturers as ordered. Many arti- 
cles are packed under the Cooperative 
Distributors’ label. Arrangements are 
made to assist would-be purchasers in 
buying articles not stocked. A feature 
of the catalog is the implied intention 
to be absolutely frank and honest in 
describing merchandise and to put the 
consumers’ interest first when drawing 
up specifications or selecting merchan- 
dise. 

“Finally, the Federal Government, 
allegedly dominated by men who have 
their ears to the ground, has thought 
it desirable to play up the consumers’ 
point of view. The AAA had its Con- 
sumers Counsel, in which the Bureau 
of Home Economics of the Department 
of Agriculture—cooperated; the NRA 
had its Consumers’ Advisory Board 
with a substantial number of county 
councils scattered over the country; 
and now we have the Consumers’ Divi- 
sion of the National Emergency Coun- 
cil. 

“There is no telling where this con- 
sumer movement may break out next: 
Federated Women’s Clubs; League of 
Women Voters; American Association 
of University Women—none are out of 
the running as possible sponsors for 
more anti-store activity. 

“These various influences show the 
consumer how to be critical, educate 
her in the shortcomings of manufac- 
turers and retailers, and often urge 
active revolt. They keep alive and in- 
tensify the natural suspicion of buyer 
toward seller. All this is bad for re- 
tailers. The old, chronic problem of 
consumer confidence is still with us. 
Retailers have set up laboratories for 
testing merchandise and through their 
tests are learning a great deal about 
merchandise, but what are stores doing 
to convince customers that this new 
knowledge will be used in the con- 


sumer’s interest and not merely to in- 
crease the tremendous advantage 
which the store already has? 

“Periodically stores institute truth- 
in-advertising campaigns. These cam- 
paigns indicate that some stores would 
like very much to increase the confi- 
dence, or at least the credulity, of con- 
sumers; but they do little or nothing 
to show customers that that confidence 
would not be misplaced. Stores realize 
the important position of the salesper- 
son and attempt to educate her in the 
structure, qualities and uses of mer- 
chandise—but how much do they do 
to ensure that a salesperson, confronted 
with a conflict between her own in- 
terests and the customer’s interests, 
will protect the latter? Until that is 
done the customer, of course, has 
nothing to gain from believing in fairy 
stories and must look out for herself— 
without confidence in either the sales- 
person or the store. 

“IT do not say that our important 
merchants are dishonest or intend to 
deceive, but I am perfectly sure that 
many good merchants do not deserve— 
and do not enjoy—full consumer con- 
fidence.” 

To meet the situation caused by the 
growing discontent of customers and 
develop increased confidence on the 
part of the consumer, Professor 
Schmalz suggested that stores might 
establish customer committees, or 
boards, composed of representatives of 
different consumer groups, whose func- 
tions it would be to reflect the point of 
view of the consumer to the store and 
exert constant pressure to overcome 
store prejudices and operating ob- 
stacles in order that the consumer’s in- 
terest might be served through store 
policies and practices. 

Whether this procedure would solve 
the problem of customer distrust for 
the retail shoe store seems rather ques- 
tionable, however well it might be 
adapted to the purposes of the depart- 
ment store. Consumer lack of confi- 
dence in shoe stores rests upon a some- 
what different set of causes than would 
be the case withgthe department store, 
except insofar as the shoe department 
might be concerned. It concerns itself 
less with the routine services of the 
store and the ordinary complaints 
against merchandise than with such 
questions as fitting, foot comfort and 
the special requirements of the cus- 
tomer in connection with shoes. 

In an early issue, BOoT AND SHOE 
RECORDER plans to analyze some of the 
most common causes of dissatisfaction 
in the shoe store and suggest practical 
methods of correcting them, to the end 
that more cordial customer relations 
may be brought about, with a corre- 
sponding expansion in sales. 
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Newspaper Ads Feature Spring 
[CONTINUED FROM PAGE 32] 


such colors as navy, brown, dubonnet, 
brighter blues, the Spring pastels and 
so on—but SOME gray you must 
have.” 

Patent leather pumps and seven but- 
ton spats, with shiny patent handbags 
are featured by Macy’s New York, in 
a striking half-page newspaper ad that 
“proclaims the 1936 Gibson Girls.” 
This is in line with the tailored suit 
development in Spring fashions and 
Macy’s tells the story as follows: 

“Some thirty years ago the Gibson 
Girl in all her austere glory was shop- 
ping—smartly and thriftily—in Macy’s. 
Thousands of her floated about our 
strictly cash premises, sleeves balloon- 
ing, petticoats rustling, patent leather 
pumps glistening in true Sunday School 
fashion. Now Macy’s brings her back 
to inject her own forthright charm into 
the very nicest suits and accessories 
for Spring. Here are a few of our cur- 
rent attractions which we hope will 
make the coming season as appealing 
as the Gibson Girl made the noble 
1900's.” 





New Shoe Department Opened 


HOLYOKE, Mass.—Black and red with 
chrome trim are the striking colors 
used in the furniture for the Steiger 
Store Shoe Shop, which had its gala 
opening February 1. The shade of the 
rich taupe rug, edged in brown, is 
echoed in the wall trim, the walls them- 
selves being very pale tan. Thin strips 
of chrome piping complete the wall 
decoration. Indirect lighting is used 
throughout. 

A large section of the second floor 
of the store has been transformed into 
this very attractive shop. Up to now, 
the department store has never included 
shoes in the wide variety of women’s 
apparel and accessories in which it has 
specialized. 

Benjamin B. Smith heads the entire 
department, and Mrs. Kathrine Noonan 
will head the children’s department. 
Richard Wilke will also be associated 
with the new shoe shop. 

A feature of the department will be 
a budget plan. 





H. P. Johnson Succeeds 


M. O'Rourke 


BuFFALO, N. Y.—Michael O’Rourke 
has resigned as assistant buyer of 
women’s and misses’ shoes for the Wm. 
Hengerer Co., a unit of the Associated 
Dry Goods Corp., of New York. He 
is succeeded by H. Palmer Johnson, who 
formerly was in the unit control divi- 
sion of the store, it was announced by 
Frank Miller, shoe merchandise man- 
ager. Mr. O’Rourke, who had occupied 
this position for two years, has returned 
to his former home in California. 
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This important new development in shank con- 


struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


T. W. GARDINER CO, KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

STEWART & PoTTERCO. THE LAST WORD ynitep tastco., TD. 


BROOKLYN, N. Y. U N | T e D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Shoe VWews 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, FEBRUARY 22, 1936 


NATIONAL NEWS 





1935 Production at All-Time Peak 





Total for Year Was 383,761,499 Pairs, According To Summary 
Just Released by Census Bureau 


Washington, D. C.—The 1935 production of 
boots, shoes and slippers, other than rubber 
in factories reporting for the year totaled 
383,761,499 pairs, an increase of 26,642,098 
pairs, or 7.5 per cent, over 1934, according 
to figures just released by Director W. L. 
Austin of the Bureau of the Census. 

The production of men's dress shoes increased 
15 per cent; boys’ and youths’, 2.9 per cent; 
women's, 9.2 per cent; misses’ and children's, 
8 per cent; infants’, 8.8 per cent; athletic, 47.1 
per cent; shoes with part-leather and part- 
fabric uppers, 110.4 per cent; all-leather slip- 
pers and moccasins, 8.3 per cent; and barefoot 
sandals, beach sandals, and all other footwear, 
10.2 per cent. 

On the other hand, the report shows a 
decrease in men's work shoes of 5.1 per cent; 
shoes with all fabric uppers, 6.6 per cent; and 
part-leather and felt slippers, 8.7 per cent. 

The previous all-time production peak was 
in 1929, when the total reached 361,402,183 
pairs. A summary of production by states 
and principal classes accompanies the Census 
Bureau release. While it had been anticipated 
that production would surpass previous records, 
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the actual total was larger than had been 
anticipated, 





Orthopedic Institute Opens 


DANVILLE, ILL.— An institute spe- 
cializing in the examination and treat- 
ment of feet was opened February 1 by 
Dr. Melvin L. Hole, M.D., F.A.S.C., one 
of Danville’s most prominent physicians 
and surgeons. 

The institute is completely equipped 
with the most modern of orthopedic 
work, X-ray photographing and scien- 
tific equipment. The first patient of 
the institute was a prominent resident 
of Oklahoma City, Okla., advised by a 
noted specialist in Rochester, Minn., to 
go to the new institute for foot cure. 

The institute will also serve as a 
center of education to retail shoe men 
who desire to know more about the hu- 
man foot and its trouble problems. 

The new institution’s founder is past 
president of St. Elizabeth Hospital’s 
physicians and surgeons staff, past 
president of Lakeview Hospital staff, 
member of American College of Sur- 
geons, American Medical Association, 
Illinois State Medical Society, Vermil- 
lion County Medical Society and Society 


of Central States Industrial Medicine 
and Surgery. 

He graduated in 1911 from North- 
western Medical School and interned at 
Metropolitan Hospital under the de- 
partment of public charity in New 
York City between 1911 and 1913. Af- 
ter that he came here to enter private 
practice in partnership with Dr. S. C. 





DATES TO REMEMBER 


Leather Opening and Style Conference, 
Waldorf-Astoria, New York 
Mar. 30, 31, 1936 


National Foot Health Week, 
April 13-18, 1936 


Spring Meeting Tanners' Council, White 
Sulphur Springs, Va May 7, 8, 1936 


Fall Showing of Shoe Fashion Guild of 
America, Inc., Waldorf-Astoria, New 
May 18, 19 and 20 


Ohio Shoe Retailers Association Conven- 
tion, Hotel Netherland Plaza, Cincin- 
June 7, 8, 9, 1936 





Glidden, late noted Vermillion County 
surgeon. He entered the United States 
Army in 1917 and was sent to France 
in September, 1918, to be stationed at 
Base Hospital 88 at Langres. In 1919 
he returned and reentered private prac- 
tice. 

Dr. Hole was elected a fellow of the 
American College of Surgeons, orthope- 
dic section in 1929. He left Danville 
again in 1931 to take a post graduate 
course in fractures and dislocations at 
Harvard University, returning to Dan- 
ville on completion of that work to 
practice and specialize in industrial 
work and bone and joint surgery. 

Associated with Dr. Hole at the insti- 
tute are Miss Ruth Siersma, registered 
nurse, who will act as his assistant, and 
William O’Neill, who will be in charge 
of research work. 


x 
"Accessory Affinities" 


New York — At a recent I. Miller 
press showing, the point was empha- 
sized that shoes, for the first time this 
Spring, play a major part in the en- 
semble. They will often be bought be- 
fore the costume itself. So dramatic 
are the new shoes, hats, gloves and 
bags that many women will build their 
whole Spring outfits about a group of 
related accessories. To emphasize this 
point, I. Miller have prepared an elabo- 
rate dealer portfolio showing how 
properly chosen accessories can make 
the ensemble. 

British Tan in sponsored as the 
“spanking” color to lighten navy, 
brighten gray or black and to lift dark 
brown out of the doldrums. Spring 
gray is promoted as a contrasting 
rather than a matching shoe in all-over 
reverse leathers for sports and tailored 
wear and in combination with other 
colors for dress. 

Patent leather is featured with col- 
ored stitching to give a vibrant effect 
with prints. 

Blue is presented as a matching shoe 
for navy clothes and as a contrast color 
to gray and to many high colors and 
pastels. 

Two other notes emphasized in the 
showing were the new “Pin Rib” cloth 
which is equally adaptable to tailored 
or dress wear, and the “Hi-Flat’’ heel 
developed as the most wearable height 
for the walking shoe. 
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ST. LOUIS 
STANDARD BRANDS 


We specialise in wemen’s 
men’s and children’s samples 
and jebs for special prome- 
tions — handle nothing but 
St. Leuls made shoes from 
reliable sources. 


“While in town see Weil” 


M. K. WEIL SHOE CO. 
1526 Washington Ave. 
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Women's Shoes 
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Narrow Toes Show Strength 


Los ANGELES, CaL.—‘‘The hardest 
shoe in our men’s stock to keep sized 
up this Spring is a real narrow-toe 
dressy pattern in both black and a-me- 
dium shade of brown calf,” says Frank 
J. Crapo, shoe buyer, Desmond clothing 
stores. “This distinct trend toward 
smarter shoes by the young business 
men is most gratifying. These younger 
men have swung from their brogues, 
and from their crepe soles which they 
have worn in town to business for sev- 
eral seasons, to such an extent that 
sales of this type of footwear have 
materially suffered since the first of 
the year. Medium custom lasts are 
selling right along, but not in the vol- 
ume that is being experienced by the 
narrow toes.” 































Modernization Compensates Outlay 





BOOT AND SHOE RECORDER, February 22, 1936 













Elgin, Ill—The recently completed, modern salon-type shoe department in Ackemann 
Brothers is finished in Oriental walnut with black walunt trim. All the material was designed 
and furnished by the Grand Rapids Store Equipment Company. The chairs and furnishings, 
made and furnished by the Howell Company, are of tubular chromium construction, up- 


holstered in a brown and tan leather combination. 


Mirrors, floor lamps and rich-tone 


draperies add further artistic touches to this modern new shoe department. 
H. C. Ashley, owner and manager of this shoe department, feels that the expensive outlay 
for this modernization will be compensated by the increased volume the new department 


will attract. 





Regional Leather Meetings 


New York—Dr. Fred O’Flaherty, di- 
rector of the Tanners’ Council Research 
Laboratory, University of Cincinnati, 
Cincinnati, Ohio, will hold two regional 
meetings in the West on the following 
dates: 

On Feb. 26, 1936, in Chicago, Hotel 
Bismarck, 8 p. m. 

On Feb. 28, 1936, in Milwaukee, Ho- 
tel Pfister, 8 p. m. 

Dr. O’Flaherty’s specific subject at 
these meetings will be “The Use of the 
Miscroscope in the Tannery.” However, 
following the presentation of this sub- 
ject, there will be a question period 
with general discussion on technical 
matters relating to the tannery, in 
which those in attendance are inter- 
ested. 

This program has been adopted by 
the Laboratory Committee of the Tan- 
ners’ Council of America not only with 
the intention of developing a closer con- 
tact between the practical men in the 
industry and the institute of scientific 
research, but with the idea as well of 
acquainting practical leather workers 
with the fundamental applications of 
research work in the leather industry. 

All chemists, foremen, and superin- 
tendents of companies which are mem- 
bers of the Tanners’ Council are urged 
to attend these meetings, and enter into 
the discussion which follows. 





Sees Important Gray Season 


Los ANGELES, CAL.—Gray sport 
shoes will be of prime importance 
through May, in the opinion of Paul 
Kirsh, shoe merchandiser for the J. W. 


Robinson Co. store. He feels all the 
colors in reversed calf will have good 
acceptance in the low-heel welt models, 
but gray will be particularly good, espe- 
cially in the perfectly plain, untrimmed 
types. The only item of decorative na- 
ture on shoes of this character is the 
shawl tongues of the same material. 

In the dressier shoes, gray relieved 
with DuBonnet fits right in with many 
of the new Spring costuming plans. A 
persistent demand for gray for all 
types of sport and afternoon wear is 
noted in this store, a demand which will 
last until the real white selling sets in 
in earnest. So far the blue selling has 
been a disappointment. This is trace- 
able to the heavy selling of patent 
leather and the new shades of tan calf. 





Ernest Lampl Reports Increase 


PITTSBURGH, Pa.—Ernest S. Lampl, 
formerly with Kaufmann’s department 
store, is now associated with McCreery 
& Company in the capacity of buyer of 
men’s, women’s and children’s shoes. 
Mr. Lampl reports a gratifying in- 
crease in business since Jan. 1 and is 
optimistic for a further increase as the 
season advances. 





Healey Goes to Los Angeles 


Los ANGELES, CAL.—C. H. Healey is 
now managing the French, Shriner & 
Urner shoe store at 410 West Sixth 
Street, succeeding H. Dale French. The 
laiter is operating a custom shoe store 
in this city. Mr. Healey was trans- 
ferred here from Detroit, where he has 
had a similar position with this same 
firm for the past nine years. 
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seating for your shop. Thirty-two pages of seating sugges- 
tions for modern shops. Helpful and practical. Shows you 
the economy ofinstalling American Interlocking chairs. How they 
beautify your shop. Enable you to comfortably seat more custom- 
ers with greater speed. It will pay you to consult this book be- 
fore buying. Send for your free copy. Use the convenient coupon. 


American Seating Com pany’ 


Makers of Seatin. Shoe Stores, School: 
Chaveles and ae lic Anlintinan, “ 




















“R”: Pale yel- “Q”: White “Pp”: White 
low board. De- board; design board. Design 
sign in me- in two shades in turquoise 
dium blue. of green. blue and rose. 


Ghenches in All Principal Cities 


MAIL THIS COUPON 


AMERICAN SEATING COMPANY 
Grand Rapids, Michigan 


Please send me without obligation, your FREE 32-Page Book, “New 
Styles in Shop Seating.” 


Size: 11/2” x 23g”—Prices on opposite page. 


Available in all the popular denominations and blank 
tickets. 
1 dozen 25¢ 6 dozen $1.10 12 dozen $2.00 
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Obituary 
Miss Reba Raphael 


BostoN—Miss Reba Raphael, well 
known to New England shoe and leath- 
er men for many years as a valued and 
efficient member of the staff of the New 
England Shoe and Leather Association, 
passed away early Tuesday morning at 
her home, 156 St. Paul Street, Brook- 
line, Mass., following a brief illness. 

For many years Miss Raphael had 
served the New England Shoe and 
Leather Association and the Boston 
Boot and Shoe Club, beginning with 
George C. Houghton, for many years 
secretary of the association. When the 
late Thomas F. Anderson succeeded Mr. 
Houghton she became the latter’s chief 
assistant in conducting the work of the 
organization, and continued with James 
H. Stone when he assumed the office of 
secretary after Mr. Anderson’s death. 

During her years of service to the 
association, Miss Raphael was recog- 
nized as an expert on shoe and leather 
matters, and particularly of these in- 
dustries in New England. Her mani- 
fold duties brought her into personal 
contact with all the leading members of 
the New England industry, by whom 
she was held in high respect. 

She is survived by two sisters, Mrs. 
J. Y. Schooner, of Brookline, Mass., and 
Miss Bertha Raphael, of Allston. 


Edward M. Perkins 


FRANKLIN, N. H.—Edward M. 
Perkins, one of the most prominent 
business men in Franklin, N. H., died 
February 5 at his home here of pneu- 
monia. 

He was born on Perkins Hill in 
Alexandria, January 19, 1861, the son 
of Holbrook and Marcia (Pike) 
Perkins. He was graduated from the 
New Hampton Literary Institute. He 
purchased a shoe store 31 years ago 
and conducted business, first on Central 
Street and for seven years in the 
remodeled Free Baptist Church build- 
ing on Franklin Street which he pur- 
chased in 1929. He was a past grand 
master of Merrimack Lodge of Odd 
Fellows and was a member of Colfax 
Rebekah Lodge. He was also a member 
of the Unitarian Church. 

He leaves his widow, a son, Fred L. 
Perkins, who has been associated in 
business with him, and three grandchil- 
dren. His widow has also been ill with 
pneumonia. 


Edward C. Martin 


HANOVER, PA.—Word has been re- 
ceived here of the death of Edward 
C. Martin, former superintendent of 
the Hanover Shoe Factory here, on 
Monday, Feb. 3, in Boston, Mass. 
Death occurred after an operation at 
the Baptist Memorial Hospital. He was 
64 years old. 


Mr. Martin had lived in Hanover 
from June, 1926, to December, 1934, 
when he resigned because of ill health. 
He then returned to his former home 
in Brockton, Mass. He had been a 
member of the Hanover Country Club 
and first vice-president of the Arcadian 
Social Club. 

Before coming to Hanover he was 
connected with the Hanan Shoe Com- 
pany, Brooklyn, N. Y., and with the 
W. L. Douglas Shoe Company, Brock- 
ton, Mass., and after he had regained 
his health he became superintendent of 
the Conrad Shoe Company at North Ab- 
ington, Mass. 


Joseph Wolf 


RICHLAND CENTER, WIs. — Joseph 
Wolf, prominent Wisconsin shoe retail- 
er, died February 2, aged 61, at his 
home. Mr. Wolf had been in failing 
health for over a year so that he was 
only able to spend a portion of the day 
at his store, the Wolf Shoe Company. 

Mr. Wolf entered the shoe business 
over 30 years ago and built his store 
up into one of the largest retail shoe 
outlets in southwestern Wisconsin. For 
the past 12 years Mr. Wolf had been 
assisted in the management of his store 
by his son, Edmund Wolf. He is sur- 
vived by his wife and two children, a 
son and a daughter. 
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Cattle Hide Conferences 


New YorkK—The Cattle Hide Eco- 
nomic Conferences held by the Tanners’ 
Council during the week of Feb. 3 were 
well attended. Representatives of a 
great majority of the firms in the in- 
dustry were present at the regional 
meetings and were given food for 
thought in the analysis presented by 
the Council’s Trade Survey Bureau. 

These meetings had been initiated 
five years ago with one salient purpose 
—to bring the economic facts and statis- 
tics of the cattle hide industry and the 
significance of such facts to the tan- 
ners’ doorsteps. Statistics alone, it was 
felt, must be augmented by analysis re- 
lating the factors of supply and de- 
mand. Such analysis might provide 
tanners with a basis for understanding 
the broad economic movements of their 
industry. 

Increasing interest in the meetings 
and.growing familiarity with the eco- 
nomics of the industry attest to the 


On the Selling End 


Chicago Travelers in 
New Clubrooms 


CuHicaGco—Joe Kalisky, president of 
the Shoe Travelers Association of Chi- 
cago, announces that the association is 
now in its new and elaborate head- 
quarters, Parlor 8 Morrison Hotel. 
Charlie Allison is the new secretary, 
and Norman N. Souther is vice-presi- 
dent. 

The association invites all shoe men, 
regardless of whether they are travel- 
ing men or not, to make the’ new club- 
room and general offices of the Shoe 
Travelers Association of Chicago their 
headquarters for appointments, loung- 
ing, etc. They have all the periodicals 
and papers there, also stationery which 
the men can use for their correspon- 
dence. 


M. Ward Joins J. 
Ebberts Shoe Co. 


New YorK—M. “Mike” Ward, one 
of the old order of shoe men, has joined 
the sales staff of the John Ebberts Shoe 
Company of Buffalo, N. Y. 

Mr. Ward has been in the selling end 
of the shoe trade for many years and 
is well known in the South where he 
did most of his traveling. He has 
opened an office in the Marbridge Build- 
ing where he will make his headquar- 
ters. 


Mark Harris Joins 
Lumbard Shoe Co. 


New YorK—Mark Harris has joined 
the Lumbard Shoe Company of Auburn, 
Maine, with headquarters in the Mar- 
bridge Building. Mr. Harris had for- 
merly been with the Sigmund and Cohn 
Shoe Company for over 11 years. He 
will now carry a men’s high style line 
covering the metropolitan district of 
New York and outlying districts. 





value of the program. The economic 
and statistical research of the council 
has been brought to the tanner in terms 
of the practical factors in the industry 
with which he is familiar. As a result 
of the experience of the past six years 
there is no doubt that the economic con- 
ferences which were a new departure 
in trade association activity are both 
necessary and valuable. 
e 





Patent Pumps Strong 


NEw YorkK—In addition to the new 
interest in lasts this season, and largely 
because of it, there is also a renewed 
demand for pumps, according to John 
Harris, sales manager for Gregory & 
Read Co., of Lynn, Mass., which con- 
cern reports an increase of 284 per 
cent in January sales as compared with 
last year. Gregory & Read make a spe- 
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cial feature of pumps in stock, and of 
the 13 styles carried, two numbers 
stand out in the selling. One of these 
is a 28/8 Louis heel and the other a 
17/8 Baby Louis. Black patent leather 
accounts for two-thirds of the total. 

This season’s most popular pump 
lasts show fuller toes, lower heels and 
are shorter coupled. Blue kid is prob- 
ably the second best selling material up 
to now. 

While it has not yet become popular 
as a volume seller, there is a noticeable 
high style interest this season in the 
D’Orsay top line in pumps, according 
to Mr. Harris. 


Rich's Adds Balcony Floor 


ATLANTA, GA.— Rich’s shoe depart- 
ment, under the management of Oscar 
Thompson, is adding a balcony floor 
which will be equipped for the sale of 
men’s shoes, making this department 
a complete family shoe store. 

The balcony, which will be on the 
same level as the present luggage bal- 
cony, and connected with it, may be 
reached both by a battery of new ele- 
vators being installed by the store and 
a separate stairway from the shoe 
department on the main floor. It will 
have a seating capacity of 50 chairs, 
and will handle both Florsheim and 
Vitality shoes for men. 

In spite of abnormal weather con- 
ditions, the ladies’ shoe department at 
Rich’s enjoyed the best January in the 
25 years that Mr. Thompson has been 
manager of this store, and with the ad- 
dition of the balcony floor for men, Mr. 
Thompson’s force intends to present 
him with a “million dollar sales year” 
during 1936. 


New Evanston Branch Store 


CuIcAco—The Palmer Boot Shop, lo- 
cated in the Palmer House Building, 
Chicago, is planning to open a new 
branch store at 1623 Orrington Avenue, 
Evanston, Ill., about Feb. 15. Ted 
Fruchtl, who has been assistant man- 
ager of the Chicago store, has been 
appointed manager of the new store. 
The complete line of Palmer Vanity; 
Slippers, all styled by Hubert Steele, 
will be stocked in the Evanston store, 
which will have a floor stock of about 
3000 pairs. 

The store will be completely mod- 
ernized, with a bronze front, blue mir- 
rors and white Carrara glass. The seat- 
ing will be all modern designed Bent- 
wood chairs. A beautiful hosiery de- 
partment will be installed at the front 
of the store. Mr. Fruchtl expects to 
have a sales force of six clerks-and one 
hosiery girl. 


B. R. Owen New Manager 


BIRMiNGHAM, ALA.—The ladies’ shoe 
department of Pizitz is now under the 
management of B. R. Owen, succeeding 
Joe Dannis. Mr. Owen moved to 
Birmingham from Dallas, Tex. 
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New Home for Oldest Store 


The attractive modernistic front on the new home of Ziegler's in Toledo, into which the store 
was moved after 43 years in their former location. 


TOLEDO, OHI0O—In 1893, Joseph Zieg 
ler opened a men’s shoe store on St. 
Clair Street in this city. The store 
remained in :he same location until a 
few months ago, when it was moved 
into larger and more modern quarters. 


JOSEPH ZIEGLER 


Today Leland Ziegler, son of the 
founder, is the proprietor. His father, 
no longer active in the business, is, 


however, a familiar figure in the store 
during business hours. 

Since entering their new home busi- 
ness hac increased appreciably, and Mr. 
Ziegler is looking forward to further 
increeses in his business. 


LELAND ZIEGLER 


Incidentally, this store is the oldest 
exclusive men’s shoe store in Toledo and 
nerthwest Ohio. 





New Factory Nears Competition 


LACONIA, N. H.—Crews of cleaners, 
plumbers and electricians have trans- 
formed the building on Water Street, 
into a veritable beehive of activity as 
final preparations are being rushed to 
completion for the establishment of a 
new industry in Laconia. 

The building will be occupied by the 
Engel-Cone Shoe Company of East Bos- 
ton and it is expected that the new 
plant will be in operation within two 
weeks. 

The factory will be located on the 
second floor of the brick building. The 


heating plant will be on the ground 
floor where there are also ample accom- 
modations for packing and_ storage 
facilities. A front entrance to the fac- 
tory on the second floor is nearing com- 
pletion. 


Predicts Increased Patent Sales 


MiAMI, FLA.—According to H. Omer 
Rondeau of Brookline, Mass., president 
of a corporation that produces 15,000 
pairs of women’s shoes a day, colored 
patent leather is going to lead every- 
thing this coming season, with exposed 


TRADE MARK REGISTERED 
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The exceptional flexibility 
and cool, cushioned resil- 
ience of Van Tan Innersoles 
are the results of a carefully 
planned, original tannage— 
not temporary qualities in- 
duced by artificial softening. 
That is why Van Tan Inner- 
soles detiver permanent 
comfort and make perma- 
nent customers. 


Your manufacturer will use 
Van Tan Innersoles if you 
ask him. 





VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 





toes running a close second in popular- 
ity. The new colored patent has 
achieved popularity second only to that 
accorded the reptile skin shoes of some 
years ago. Now that patent can be 
had in practically all shades it is pop- 
ular for certain types of shoes, and 
because the open-toe shoes continue to 
grow in popularity, this colored patent 
leather lends itself beautifully to shoes 
of this type. “Gradually we’re going 
back to the Roman sandal for our pat- 
terns,” continued Mr. Rondeau, “and 
the trend is toward putting a minimum 
amount of material around the foot.” 


Madison Shoe Co. Plans Move 


NEw York—The Madison Shoe Com- 
pany, now located at 153 Duane Street, 
New York City, has taken a lease on 
more modern and up-to-date quarters 
located at 149 Duane Street. The new 
premises are now undergoing extensive 
alterations and will be ready for occu- 
pancy around the first of March. An 
opening in the new quarters is planned 
for March 4. 

There will be no change in the per- 
sonnel and the inside salesman, Theo- 
dore Seildelman, will be on hand in the 
new quarters to give prompt and 
courteous service to all. 

The line of juvenile footwear which 
the Madison Shoe Company carries, has 
been greatly enlarged and the company 
now has representatives in various 
parts of the country 
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BUY A NATIONALLY KNOWN 
BRAND 
We carry everything in dancing shoes, 
also a complete line of bowling shoes. 
Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 


325 W. Madison St. Chicago, Il. 
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TAP DANCING 
THEO SLIPPER 


PATENT LEATHER 
-) IN-STOCK 










842/11. .$1.00 


1305—Childs’, 
112/3..$1.05 


1306—M isses’, 





Better at Tap. also soft and hard toe 
Ballet Slippers—in-stock for immediate de- 


livery. 


BLOG SHOE CO., INC. 


147 DUANE ST. NEW YORK CITY 
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Ray Dorr Goes to Indianapolis 


CoLuMBus, OHI0O—Ray Dorr, for the 
past five years manager and treasurer 
of the Foot Saver Shoe Store in this 
city, has resigned to accept an execu- 
tive position with Skinners, Inc., of 
Indianapolis. 

Mr. Dorr opened the Foot Saver 
Shoe Store in Indianapolis in 1926 and 
managed this store until 1930, when he 
went on the road selling the Foot Saver 
line of shoes in the State of Illinois. 
He has been president of the Columbus 
Shoe Dealers Association and hopes to 
take an active part in the Indiana Shoe 
Retail Association. 
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My Philosophy of Business 


happen along, and all summed up, 
makes it all worth while. 

“Our firm is not very strong on let- 
ter writing, so we never argue com- 
plaints with manufacturers through the 
mails. If we know we are right while 
the manufacturer does not think so, 
we simply accept the manufacturer’s 
side and look for another source of sup- 
ply. Complaints with proverbial hard 
customers are treated in much the 
same manner. A persistent complainer 
is absolutely satisfied, then we tell him 
in the nicest manner possible, that we 
believe he would be much happier if he 
tried some other store for a while. 

“We never take advantage of our 
employees. Our one big endeavor is to 
humanize the store. To make our cus- 
tomers feel that we are a real human 
institution, we know that we must first 
have those that work with us have that 
same feeling toward us. 

“With us the help-turnover is very 
light for we try to spread as much 
pleasure as possible among the men 
and women in our store. I want my 
boys to see the world and am also so 
proud of the boys who work with us 
that I want the world to see them. I 
believe in taking the department heads 


[CONTINUED FROM PAGE 28] 





on market trips for the broadening in- 
fluence if nothing else. 

“The men are encouraged to join and 
take an active part in local and na- 
tional matters affecting their particu- 
lar branch. One man heads the Kiwanis 
Club while another heads the local 
advertising men. 

“There are several other little things 
that have been done to make things 
easier for the store employees. You 
know what a nuisance it is to have 
someone pass a paper around for this 
and for that, whether it before flowers 
or gifts. A little club was organized 
to take care of just this. They raise a 
little money by having a couple of 
entertainments a year, then we give 
them one free party at our expense. 
Employees’ dues are twenty-five cents 
a week, which the firm matches. 

“A group insurance is maintained 
for them. Recently a_ hospitalization 
group was started. This costs them 
twenty-five cents a month and entitles 
them to twenty-one days hospital ser- 
vice. It is their money, but we organize 
it for them. 

“Just buying and selling the best 
shoes possible is not enough to make a 
store a real place in which to work. It 
must be humanized.” 





Coward Presents 
New Styles for Spring 


New YorK — Coward Shoes staged 
an interesting presentation of new 
styles for Spring and Summer for the 
benefit of their managers and the press 
on Friday evening, Feb. 14, in the ex- 
ecutive offices of the old Coward store 
on Greenwich Street. In addition to 
managers of the various departments 
of the several Coward stores in New 
York and Boston, fashion writers for 
New York daily newspapers and repre- 
sentatives of the trade press were in 
attendance. 

Coward designers have developed for 
next season an entire series of new 
lasts and styles in women’s shoes. 
These shoes are designed to meet the 
special foot requirements of various 
classes of customers and at the same 
time provide a_ sufficient degree of 
style and smariness to satisfy the 
average woman. The styles were shown 
on living models and in a variety of 
leathers and colors, including white, 
which is expected to account for a 
large proportion of the Summer vol- 
ume. In the designing of these shoes, 
much originality has been displayed in 
adding fashion touches in trim and 
decoration which in no way detract 
from their comfort or fitting qualities. 

Guests at the showing were greeted 
by A. F. Aronson, general manager of 
Coward Shoes, and S. Inselbuch, ad- 
vertising manager. The models were 
presented by C. G. Lippincott, sales 





and personnel manager, who prefaced 
the style showing with an interesting 
narrative of the development of the 
Coward business. Mr. Lippincott em- 
phasized the fact that, despite its policy 
of specialization on correct fitting, the 
Coward firm has not hesitated at vari- 
ous times to introduce what seemed like 
revolutionary changes in styles and 
types of shoes to meet changing condi- 
tions. Miss Fleur Fenton of the Blaker 
Advertising Agency, Inc., assisted Mr. 
Lippincott in the fashion presentation. 
Representatives of the Coward or- 
ganization who saw the new styles for 
the first time expressed great enthu- 
siasm over them and were all extreme- 
ly optimistic over the outlook for the 
coming Spring and Summer season. 





Correction 


In the full-page advertisement of 
United Shoe Manufacturing Company, 
featuring STEP-ELATOR shoe con- 
struction, a typographical error oc- 
curred in a_ sentence which read: 
“‘*STEP-ELATOR’ is the real answer 
to the demand of modern Foot Science 
for a ‘back to nature’ trend for every 
style and toe shape that permits the 
natural exercise of the foot muscles and 
nerves and stimulates circulation while 
absorbing the breaking down shock of 
every step on hard floors and pave- 
ments.” 

The word “trend” was erroneously 
substituted for “tread” in the above 
sentence. 
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AN DAL STRAPPING, 


ANEW AND IN STEP WITH 
FASHION’S STRIDE 


To Manufacturer and Retailer alike, Texoid Sandal 

Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 
New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Children's Footwear 
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MBS. we IDEAL BABY SHOES 
. infants’ Soft Soles.. 0-3 
Intermediates ...... 1-5 
Flexible Hard Soles. 2-6 
Bend for In-Stock 
Catalog 





mans. ony IDEAL BABY 
Danvers, Mass. 
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NO MORE TARNISHED 
SHOP WORN 
SILVER OR GOLD SHOES 


The New 
SHU-PRIM 
READY MIXED PASTE FOR 
GOLD AND SILVER 


restores shces 4 i. — brilllancy in an 
instant. Easy t Economical. Positive re- 
sults. Successfully iused by large manufacturers. 
Retails for 50 cents. 


Gold Polish Peste~4 per dozen. 
Silver Polish Paste—$4 per dozen. 


° ° ° ° ° ° 


There is a  Shu-Prim 
Geanee and dressing for 
every type of leather. 
Write today for a trial 
assortment of 3 dozen 25 
cent retailers (whites, 
comms, x.) at $1.50 per 
samples of 
Gold. * and *“silver pastes 
with each three dozen 
der. 





791 Tremont St., Boston 














Good Early Gray Action 


MEMPHIS, TENN.—There is a fine 
reaction in grays already this season, 
reports R. K. Brommer, shoe buyer for 
the John Gerber Co. store. Grays in 
street and sport types have shown 
immediate response, while the dressy 
kinds are dragging. In the better grade 
shoe field, early Spring indications 
point to a continuance of gray selling 
in the swagger types just as long as 
the women wear suits, 

“After they stop wearing coats, we 
think the gray selling will almost 
cease, and are planning our stock ac- 
cordingly,” says Mr. Brommer. 

Right now there is considerable 
action in the new British tans. Just 
what will happen to blue in the top 
grades this Spring is questionable. 
This much is certain, in his mind, blue 
is now in the staple class with black and 
brown, so is no longer regarded as an 
extra pair proposition. 


possible, should be able to increase his 
or her total annual sales by a mini- 
mum of $1,500. 

Now what is the solution to be? 
Well, first of all, we should all be 
aware that just as we can not achieve 
the utmost in personnel integrity by 
merely issuing instructions, hoping 
that constructive enforcement will 
take care of itself, so to the same de- 
gree we can not hope to attain the 
optimum in selling efficiency by mak- 
ing empty commands for higher per- 
fection. 

The answer to the problem defines 
itself, in my mind, in this way. Up 
to the present, most retailers have been 
guilty of placing all emphasis on only 
one or two phases of an otherwise 
complete campaign to build efficiency. 
Yes, we do a great job of talking, 
training and _ teaching salespeople 
many essential principles about their 
selling jobs, but we have totally failed 
to determine whether such education 
and training we have administered has 
been put into practical and effective 
operation. 

Briefly, retailers have been most 
optimistic “assumers.” They have as- 
sumed that what they pointed out as 
correct was carried out faithfully 
thereafter at all times, by all sales- 
people. There is the catch. Such an 
assumption does not agree with the 
actual facts. Salespeople, just as we 
all do, will take the line of least resis- 
ance every possible time. Retailers 
must not forget that salespeople are 
possessed of average minds, minds that 
err and will continue to do so. It be- 
comes quite manifest that an indivi- 
dual must be first taught, then tested 
to ascertain how mueh of the practical 
teaching has been assimilated, and 
finally, corrected where found to be 
doing the incorrect thing in actual 
practice. It is through such a program 
of teaching, testing and correcting, 
regularly applied and consistently re- 
peated, that salespeople can be even- 
tually raised to a higher plane of effici- 
ency. 

After all, we should not lose sight 
of the fact that out of every 100 sales- 
people there is possibly only one 
“natural.” The remaining 99 have to 
acquire the essentials of effective sell- 
ing technique through the school of ex- 
perience. That just about hits the nail 
on the head—that is the answer—make 
your store a more practical school of 
experience. 

Continue regularly to teach your 
salespeople about leathers, shoe con- 
struction, styles, fashion, proper fit- 
ting of shoes, facts about the stock 
and its location in the store. Continue 
regularly to point out what your store 
policy is, how you want certain styles 
and shoes sold, what you expect your 
salespeople to do in carrying out sys- 
tem and closing sales. 

Continue regularly to hold training 


Better Shoe Service Needed 
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meetings and establish in the sales- 
person’s mind the higher standards of 
salesmanship—such as aggressive and 
pleasant manner, alertness, enthusi- 
asm, ambition, courtesy, a continual 
study of customers, knowledge of mer- 
chandise and location of stock. 

Above all, start checking back on 
their activities conscientiously, con- 
sistently. Probe their weaknesses and 
mistakes. Correct them. keep repeat- 
ing that program. Take as much pains 
in inventorying their selling methods 
as you do in inventorying your mer- 
chandise stock. 

That is the order of a proven tech- 
nique for personnel control and de- 
velopment and one that can make 
integrity and efficiency two of the 
greatest profit powers in retailing. 





Retailers Hold Bowling 


Tournament 


BuFFALO, N. Y.—The second bowling 
tournament of the Winter season of the 
Buffalo Shoe Retailers Association at 
the Orioles club, proved a very suc- 
cessful and enjoyable affair. Busi- 
ness Manager H. J. Deters put in 
a great deal of hard work in promoting 
the affair and was rewarded by an at- 
tendance that exceeded the first tour- 
nament in point of numbers. The mem- 
bers arrived in the best of spirits and 
a fine atmosphere of congeniality pre- 
vailed throughout the evening, with 
plenty of appetizing eats and drinks to 
satisfy the inner man. 

Nearly everyone present tried his 
hand at bowling at some period during 
the evening. Some of the individual 
contests that were worked up proved 
especially enjoyable. At the conclusion 
of the bowling about midnight, prizes 
were awarded. 


Shenberger Back in Shoes 


ASHLAND, OHIO — Harry R. Shen- 
berger became a partner of Charles I. 
Helbert on Jan. 1, 1936, returning to 
the retail shoe trade after an absence 
of eleven years. 

Mr. Shenberger started back in 1913 
as a boy working before and after 
school with Ed L. Reaser. During the 
World War the firm became known as 
Reaser and Helbert. Coming out of the 
service in 1919, Mr. Shenberger again 
joined the firm leaving in 1925 to go 
with the Ashland Buick Company, 
where he remained until 1934. For one 
year and two months he was sales man- 
ager for the Ohio Division of Crazy 
Water Crystals Company. 

The forming of this new partnership 
should be advantageous as both men 
are well known, having spent nearly 
their entire lives in the community of 
Ashland. 
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Trade 
Literature 


J. Edwards & Co. Issue 
Comprehensive Catalog 


PHILADELPHIA, PA.—Always of inter- 
est, the present appearance of the cata- 
log of J. Edwards & Co. of Spring 
styles carried in stock, is of more than 
ordinary importance. The line shown is 
perhaps the most exhaustive and com- 
plete presentation of junior footwear 
immediately available through the sea- 
son that has thus far been issued by 
this progressive house. 

The catalog, 52 pages in thickness, 
is handsomely prepared and arranged 
so that each page is devoted to one 
type of shoe with its variations as to 
size, material and type of manufacture. 
The line shown includes the usual regu- 
lar assortment of shoes and a full 
showing of the two types of Arch 
Grower orthopedic lines with which the 
house has made such remarkable prog- 
ress. The caialog bears no prices un- 
der the shoes themselves and therefore 
may be used to show patterns to cus- 
tomers if needed, the prices to the 
trade being included in a_ separaie 
sheet enclosed with the catalog. 

While the edition is kept rather 
close to the regular mailing list of the 
house, it is stated that retailers in- 
terested in the catalog, who have 
not received one, may be supplied by 
addressing the concern at the factory 
in Philadelphia. 


Old Shoe Comfort Wrong 


INDIANAPOLIS, IND. — Popular belief 
that nothing is so comfortable as an 
old shoe is a snare and delusion, Dr. 
Russell F,. Dudman of Chicago assert- 
ed here in an interview between ses- 
sions of the first annual meeting of 
the Indiana Academy of Podiatry. He 
decried the widespread custom of house- 
wives and shop and factory workers 
wearing ancient footwear during their 
working hours. He said this develops 
a horde of serious foot ailments. 

“A worn shoe doesn’t hold the foot 
in a proper position,” he declared. “It’s 
far better to use a new, sturdy and 
sensible shoe during one’s working 
hours rather than a discarded fashion- 
able shoe with runover heels, tight 
places and soles askew. The old shoe 
may feel better in the morning, but it 
makes you feel old by night.” 

“Style trends now are toward the 
more comfortable types of shoe. Today 
the woman who wears a comfortable 
well-lasted shoe with a conservative 
heel is not shoving herself out of the 
style picture.” 

Galoshes are an effective way of test- 
ing the feet this time of the year, in 
his opinion. If one’s feet hurt after 
wearing galoshes foot trouble definitely 
is indicated, he said. “You can be sure 
the trouble is in the foot, not in the 
galoshes,” he declared. 


1936 


Harry Noble Opens New Store 


DeTroIt—Harry Noble, Detroit shoe- 
man, opened a new shoe store at 15391 
Livernois Avenue, in what is consid- 
ered one of the three leading neigh- 
borhood shopping centers of the city. 
He formerly operated Harry’s Quality 
Shoe Store on Fenkell Avenue for 
eight years, closing this store when 
the new one was opened. The new 
store is being operated under the name 
of the Noble Shoe Company. 

R. M. Shook, who has been in the 
Detroit shoe field for the past eighteen 
years, is manager of the new store. 
The store is located in a new building, 
specially laid out for maximum shoe 
display in a small store. A multi-bank, 
staggered front type of modernistic 
window has been installed, arranged in 
a pair, with a center entrance, giving 
highly effective display space. 

The store has_ steel furniture, 
chrome-plated chairs, with dark brown 
upholstery. The woodwork itself is 
finished in natural finishes, done in a 
highly effective manner that combines 
beauty with practicality. 


Prepare for White Season 


LINCOLN, Nes.—“And now for white 
shoes,” says A. J. Rausch, manager 
of the men’s. shoe department of Ben 
Simon & Sons, as he looks at the 
highly snow-banked streets. “It won’t 
be long until they ask for them and 
we must be prepared—and I am.” 

He continues with this theory: “In 
buying white shoes for men, buy two 
kinds. I learned from last season that 
every sale of a ventilated oxford means 
another sale. Here’s why. A man 
wants a sport shoe and will also want 
a dress shoe. Sell him the ventilated 
shoe first and you are sure to sell the 
second pair. 

“IT find that men hesitate to buy 
their first pair of ventilated shoes. The 
hardest job is selling them the first 
ventilated pair. After that it is easy. 
They’ll come back the second season 
for a ventilated pair and another pair. 
I am stocking heavily on ventilated 
shoes because I believe that every 
customer I had last year will be back 
for another pair and I’ll have just as 
many new customers this year.” 


Wood Heel Factory Moved 


SomMERSworTH, N. H.— The United 
States Wood Heel Company which has 
been conducting a factory at Farming- 
ton, has transferred its operations to 
this city. The concern has secured floor 
space in the old No. 1 mill which is 
owned by the Somersworth Realty Co. 
and is also occupied in part by the 
Becker Shoe Company and the Somers- 
worth Shoe Company. 

The U. S. Wood Heel Company has 
been moving its equipment from Farm- 
ington for several days and it is ex- 
pected that production will get under 
way very quickly. 


Dobyn's Modernize 


LONG BEACH, CAL.—The entire front 
of the Dobyn’s Building, 435 Pine Ave- 
nue, has been modernized, the old horse 
that has designated the location of the 
store for many years having been re- 
placed for a new and more colorful 
nag of similar size but with brighter 
legs and wings. 

The building has a new stucco front 
clear to the top, and as the frontage on 
Pine Avenue is 100 feet this makes a 
fine change. One of the finest marquises 
in America has been added to the front 
of the store, extending out over the side- 
walk. This is 22 by 12 feet and is 10 
feet above the sidewalk. It is ultra- 
illuminated with all the colors of Neon. 

The windows have been given com- 
plete new backgrounds of inlay maple 
in satin finish. Several minor improve- 
ments have also been added to the in- 
terior including new lights above the 
hosiery counter. 

Tom Hunter, buyer and manager, 
states that the store has finished one of 
its best years in several years and the 
biggest hosiery season in its history. 
The remarkable feat of selling 350 
dozen pairs of men’s hosiery in three 
weeks at a minimum price of three pairs 
for a dollar was recently accomplished, 
Mr. Hunter feeling that this record has 
never been beaten by any shoe store in 
the area. 


A. Brostrom Again Heads 
Brostrom-Conner 


JAMESTOWN, N. Y.—Albin Brostrom 
was reelected president of the Bros- 
trom-Conner Co., retail shoes, at the 
annual meeting of stockholders. Other 
officers are Fred H. Conner, vice-presi- 
dent and secretary, and David V. Bros- 
trom, treasurer. 


J. T. Lucas Appointed Manager 


NEW ORLEANS, LA.—Well known in 
New Orleans shoe trade, John T. Lucas 
is the new manager of the Economy 
Shoe Department of the Marks Isaacs 
company, succeeding Robert Samuels, 
who resigned to accept a position in 


Oklahoma City. 


Hub Opens Foot Health Clinic 


BALTIMORE, Mp.—The Hub, this city, 
prominent department store, has in- 
augurated a new footwear service for 
women who suffer from minor foot 
ailments through the opening of a 
Foot-Health Clinic. It is free to all 
women and will be in charge of a noted 
authority on pediatrics, who will ac- 
quaint all with a new scientific way to 
gain foot comfort. This new depart- 
ment, is located on the second floor 
adjoining the main shoe shop of the 
store. Incidentally the Hub maintains 
several shoe shops or departments, 
some exclusively for women, others for 
men and still others for children. 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 





WANTED: Salesman for Western Pennsyl- 
vania, Line Infants’ Prewelts and Men’s 
Beach Sandals, commission basis. The Kepner- 
Scott Shoe Co., Orwigsburg, Penna. 





i HE fastest growing nationally advertised 
shoe whitener—CARBONA. Its slogan 
“WILL NOT RUB OFF” is a fact, not merely 
a claim. Sell it as sideline. Write fully, 
at 304 West 26th Street, New York, 





WE are in need of additional salesmen to carry 
our complete lines of shoe ornaments and 
spats on a straight commission basis. Manolis 
Manufacturing Company, 4248 No. Crawford 
Avenue, Chicago, Illinois. 





ALESMEN wanted by factory making pre- 

welts, stitchdowns, and growing girls’ sport 
McKay welts. Commission basis. Side line 
salesmen not wanted. Give references and full 
details in replying. Address E-619, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


MARYLAND, District of Columbia, salesman 
with established trade, general line footwear, 
travel by car essential, full details. A. Schwartz 
& Sons, 20 N. 4th St., Phila., Penna. 








EPRESENTATIVES with following for shoe 

findings, selling Chains and Finding dealers. 
Good proposition. Address E-634, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y 


EXPERIENCED SALESMAN for Ohio and 
Michigan to sell a high-grade line of popular- 
priced line of infants’ and children’s shoes on a 
commission basis. Line already established. Ad- 
dress E-635, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








SALESMAN to cover Westchester County and 
State of New Jersey. Must be experienced 
and have a car. Drawing account. Address 
E-636, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


To? REPRESENT MANUFACTURER of 
branded line of quality children’s shoes—in- 
fants’ to growing girls’ “In Stock”—in New 
England and upper New York State. May carry 
non-competing line. Liberal, straight commission. 
In applying, state age, experience and reference. 
Address E-637, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








SALESMEN—To sell line of children’s, misses’ 
and growing girls’ $1.00 to $1.95 retailers. 
In stock. Strictly commission. Give reference 
and full details in first letter. Address E-638, 
care Boot & Shoe Recorder, 1627 Locust Street, 
St. Louis, Mo. 


SALESMEN—To sell “In Stock” line of in- 
fants’ Prewelts on commission basis. Ad- 
dress E-629, care Boot & Shoe Recorder, 209 
South State Street, Chicago, Ill. 


SHOE SALESMAN to handle fast-selling line 
of shoe ornaments as side line. Good opportu- 
nity. Commission basis. State references and 
territory in first letter. Address E-643, care 
Boot & Shoe Recorder, 229 West 39th Street, 
New York, N. Y. 











NATIONALLY known concern making line 
of shoe dressings needs sales representation 
in Ohio, Kentucky, Michigan, W. Virginia, 
North Carolina, Georgia, Tennessee, Kansas, 
Nebraska, Colorado, New Mexico, Arizona, 
Nevada, Texas. May be carried as full time 
or side line, commission basis. Address 5134 
Lancaster Ave., Philadelphia, Pa. 





LINE WANTED 


EXPERIENCED traveling shoe salesman, resi- 
dent of Baltimore, Md., would like to repre- 
sent a manufacturer’s line of merit and prestige 
in the State of Maryland and District of Colum- 
bia. State full particulars pertaining to your 
line of merchandise. Address E-641, care Boot 
3 — Recorder, 239 West 39th Street, New 
ork, 








ANTED—Manufacturer’s line of women’s 

styled shoes to retail from $4 to $6 (St. 
Louis house preferred) for Southeast territory. 
Have following with better department stores, 
volume and good individual buyers from Wash- 
ington to Miami. Not job hunting. Now em- 
ployed, but wish change; can promise volume 
satisfactorily sold. No side line. Address E-640, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





ANTED—Lines of shoes and hosiery for 
the Southern States by a new sales ve! 
tion. Southern Sales Co., Dunn, 





HELP WANTED 








Sales representatives in New York 
State and middle west to carry a side- 
line of Blackings, stains and chemicals 
for Shoe trade. Certain of our special- 
ties in great demand. Only those now 
calling on this trade need apply. 

Address E633, care BOOT & SHOE RE- 
CORDER, 239 West 39th Street, New York, 
N. Y. 














FOR SALE 


OLD established, high-grade shoe_store for 
sale in the heart of Pittsburgh, Penna., re- 
tail district. Owner retiring. Only those seek- 
ing a permanent business need apply. Write— 
W. M. Laird Company, 622 Liberty Avenue, 
Pittsburgh, Pa. 








POSITION WANTED 





YOUNG MAN, with 10 years’ selling experi- 

ence in New York City and vicinity, desires con- 
nection with factory making women’s novelties 
to be sold to the volume trade. Address E-642, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





THIS ADVERTISEMENT IS 
OF SPECIAL INTEREST 
TO MANUFACTURERS 
OF WOMEN'S SHOES 


We know of a man who, in addition to 
being a thorough shoemaker, can style 
your line and operate your plant effi- 
ciently. 

He is a man of the highest character, 
cooperative to a degree and experienced 
in handling help. All of the above men- 
tioned assets are amply borne out by 
recommendations from several of the most 
successful men in the industry who know 
him and are well qualified to express their 
appreciation of his work. This man is 
now available and we would be pleased 
to give you further particulars if you will 

Address E-644, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 














WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Faetory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, ete. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 5181 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
awe — n bey surplus or entire stocks of shoes 
ufacturers, or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 




















address should be counted 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
t= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e§ 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 











ae 


new spring catalog 
of display ma- 
terials, complete 
with swatches. 

Write for your copy. 











The Shoe Doctor Shrinkers 


With our specially prepared fluids, 
shrink leather and fabric shoes with- 
out injury. 


After months of experimenting, we have 

perfected a Roller Type Device which is 
easy and simple to oper- 
ate and will shrink- 
out gapping and fullness 
around top of shoes. 
Saves sales and makes 
satisfied customers. 


The Original Shoe 
Doctor Shrinker iron 
combined with the new 
Roller Type _ Device 
makes a complete shoe 
. shrinking set. Eliminate 
§ 50 if vour shoe complaints by 
® ordering these at once. 
Curved iron. now only 
Roller Type Device 
Complete Set 
(Fluids included in above prices) 
f.o.b. Indianapolis, Ind. 


E. C. SMELTZER CO. 


121 E. Stst Street, Indianapolis, Ind. 











G. M. Garman, Jr. 
Takes Carter Line 


PHILADELPHIA, PA.— The appoint- 
ment of G. M. Garman, Jr., as sales 
representative for eastern Pennsyl- 
vania, to represent the line of J. W. 
Carter Co. of Nashville, has been an- 
nounced. . 

Mr. Garman, who is well known 
throughout the territory he will cover, 
has a fine shoe background. His father, 
a prominent retail shoe merchant of 
Philadelphia, was for several terms 
president of the Middle Atlantic States 
Shoe Retailers Association. Young Mr. 
Garman has spent his entire business 
life in the shoe trade, and is very en- 
thusiastic about the men’s line of welts 
that he will now present. 


A. M. Schloemer Basement Buyer 


CINCINNATI, OHIO—A. M. Schloemer 
made basement buyer of men’s, wo- 
men’s and children’s shoes at Rollman’s. 
Mr. Schloemer held this position about 
five years ago, resigning to take a simi- 
lar position wich the F. & R. Lazarus 
Company, Columbus, Ohio. 





Ah Spot 


CLEANER 


. .. .» With the “All- 
Spot” Crystals cleans 


All Spots--All Fabrics 
A Year-Round Seller 


verett & Ba rron © 


PROVIDENCE, R.|I. TORONTO, CAN. 











Frank Pierce, Shoe Man 
and Historian, Dies 


ConcorD, Mass.—F rank Pierce, shoe 
merchant and historian, friend of 
Emerson, Hawthorne, Thoreau and the 
Alcott family, purveyor of footwear to 
the soldiers of three wars and re- 
nowned throughout the country for his 
ability to clear up disputed points in 
the history of Concord and its families, 
died recenily at the age of 87. Since 
1875 he was the active proprietor of 
a shoe store built on the site of the 
old mill where Colonial farmers ground 
their grain to make flour. It is be- 
lieved that, at the time of his death, 
he was the oldest active merchant in 
the industry. Biographers and _his- 
torians were his latter-day intimates 
and to them he gave unreservedly of 
his knowledge of the history of his 
times, 

Mr. Pierce was born in Concord, 
Oct. 12, 1849. At the age of 16 he 
left school to become his father’s as- 
sistant in the latter’s cobbler shop and 
shoe store. Ten years later he in- 
herited the business when his father 
died. He was married in August, 1885, 
to Miss Alfreda C. Eaton, who made 
dresses for Louisa M. Alcott. 


In addition to his widow, Mr. Pierce 
is survived by a daughter, Mrs. George 
Brothers, of Concord; a granddaugh- 
ter, Miss Jean Brothers; two sons, 
Everett A. Pierce and Frank A. Pierce, 
both of Concord; a sister, Mrs. Frank 
Goff, also of Concord; and a brother, 
Arthur Pierce, of Fitchburg, Mass. 





MONEY 
IN FOOT CORRECTION! 


A ‘“‘Technopedic System of Foot Correction”’ 
office or department will make money for you. 
Many successful offices throughout the coun- 
try. Technoped machines, complete equip- 
ment, home study course and diplomas on com- 
pletion at low cost. Easy terms. Write. 


TECHNOPEDIC INSTITUTE 
665 BROAD STREET NEWARK, N. J. 























MERCHANTS’ NEEDS 








INCREASE 
YOUR SALES 


33% 
WITH 


SCIENTIFIC 
SHOE FITTING 


¥ 
THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at once. 
“I can truthfully say it is the most accurate 
measuring device I have ever used. . . would 
recommend the Brannock Device to anyone wishing 
quick accurate fitting.”’ J. Madden, 
Vulean Last Corp. 

Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the Brannock. 

rite for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 














Milton M. Bendheim 


WILMINGTON, DEL.—Milton M. Bend- 
heim, prominent shoe merchant of 
Wilmington, died suddenly Saturday, 
Feb. 15. Funeral services were held 
Tuesday, Feb. 18, at 1:30 p. m. 

Milton Bendheim and his brother, 
Lou, had for 25 years conducted the 
leading shoe store of Wilmington. They 
always merchandised top-grade foot- 
wear and met with unusual success. 
The Bendheim brothers were actively 
identified with all of Wilmington’s civic 
association promotion. 

Milton M. Bendheim held member- 
ship in the Middle Atlantic Shoe Re- 
tailers Association since 1924. In 1925 
he was elected to serve on the Board 
of Directors, and in January, 1932, was 
elected treasurer, the duties of which 
office he has faithfully performed ever 
since, 
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The Weariest Man 


The weariest man in the world tonight 

Is not the toiler who wielded 

The pick and the shovel with all his 
might, 

And never to rival yielded. 


The weariest man in the world tonight 

Is not the leader who hovered 

At his cluttered desk by the evening 
light 

Till the day’s work all was covered. 


The weariest man in the world tonight 

Is not the statesman, sore-troubled 

With problems unknown to the public 
sight, 

And cares by the times redoubled. 


The weariest man in the world tonight 
Is the man who has been brain- 
frothing 
Inventing with genius erudite 
New methods of doing nothing. 
Clarence Edwin Flynn. 





Shoemakers Become Salespeople 


BINGHAMTON, N. Y.—A movement to 
boost Endicott-Johnson shoes locally, 
sponsored by the E.-J. workers, has 
spread throughout the Triple Cities. 
Other of the large industries in this 
community, the International Business 
Machine Corp. and the Walter L. John- 
son Welting Company and many more 
are putting all their energy and en- 
thusiasm into the “E. J. Boosters Cam- 
paign.” 

The idea to get more people wear- 
ing E.-J. shoes originated with the girls 
in the Binghamton factory and the 
credit goes to them for starting this 
campaign, which has received encour- 
agement and cooperation from the 
workers in the entire organization. 

Retail store managers of the Triple 
Cities are cooperating in every respect 
in order that the workers will have the 
opportunity to put their factory over 
the top. The plan offers every worker 
an economical way to buy footwear for 
the entire family. It also helps the 
manufacturing end of the business to 
continue to prosper; it is not necessary 
to be an E.-J. worker to take part in 
this campaign. 





Melville Shoe Co. Plans 
Convention Meeting 


New YorK—The Melville Shoe Cor- 
poration is planning a unique type of 
convention for its annual meeting to be 
held March 16, 17, 18, in the Hotel Stat- 
ler in Boston, Mass. 

Heretofore the conventions were 
broken up into separate meetings due 
to the large number of stores throughout 
the country. The plan this year will 
enable all the store managers to assem- 
ble under one roof at one time. Ap- 
proximately 700 men are expected to 
attend this meeting. 

Ward Melville, recently elected presi- 
dent of the National Council of Shoe 
Retailers, will preside at the meeting. 








BOOT AND SHOE RECORDER, February 22, 1936 


A baying 


BOOTS AND SHOES 


BLOG SHOE CO., INC., New York City. . i ERR SE ee IE stot, ee Ae 
CLAPP, EDWIN, & SONS, INC., E-Meynouth RaEES FOC s: ook IE Ss Se eee 
CRADDOCK TERRY CO., Lynchburgh, Va............... Pope ot Front Cover 
DOUGLAS, W. L., SHOE CO., Brockton, Mass............. ccc cecececcccevcvsesee. WI 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........... 00. cee ce cece ceseseeceees 4,5 
GOODRICH, 'B. F., Footwear Div., Watertown, Mass.......... 000-000. cceececeeeee 9 
REE Orie Mire, GO. Bosiin, Mass... o.oo. ccc es dace gescecsneusaneys Back Cover 
GREwWORY & READ CO., ‘Lynn; Mass... 5 cc cei ce ec ec coctvncueceustcsctercees 46 
ee a ee 14 
KNIGHTBROOKE SHOES, INC., New York City... 00.0.0 00 ccc cece ccc eceeeenes 8 
RUB Stee OO, Aen MAG, Fo 5 ii. 6 iene a So Shndd cde vhius oavcicnabelnes. 44 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind.................10, II 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. 5p bi tatstalt Dis Reg eS ote 50 
COWES GIGE GOicGelemi ohio nono oo ee vo hn oo eo hbk i 48 
ROBERTS, JOHNSON & RAND, St. Louis, Mo... 0.0.0.0. occ c cece eeecees 39 
ROVICK THEATRICAL SHOE CO., Chicago, Ill... 00.0000 o cee cece ccc ec eeees 48 
SCHWARTZ & HERDER, INC., Philadelphia, Pa... 0.0.0.0. 00. c cece cece cee cece eee. 44 
VITALITY SHOE COMPANY, St. Louis, Mo................0..ccccceccccceuccuuecs | 
Wey Oe a i SU ME NB, oo ooo cccckcccecasascecevccededsdewelevevs 44 
LEATHER AND OTHER MATERIALS 
ALLIED KID—New Castle Div., New York City.......... 0.000. c cece c cece eve eeeeees 37 
COLONIAL TANNING CO., Boston, Mass.........0...00 0 ccc ccc ce eee ecevuecuneeees 29 
EAGLE-OTTAWA LEATHER CO., Grand Haven and Whitehall, Mich...........3rd Cover 
EVANE, sore m., -@GO,, Camden, Nid... ccc cee ccctcecaacceteenede qn ovdbpd 
GOODYEAR TIRE & RUBBER CO., Akron, O......0.0 0.00. c ccc cece ec eeneesees 27 
HUBSCHMAN, E., & SONS, Philadelphia, Pa...........0........0..0000...4..2nd Cover 
KISTLER LEATHER CO., Boston, Mass...........0.0 0.0. c cc ceeeeceeuees eek gs 3I 
VAN TASSEL LEATHER CO., Norwich, Conn... 0.20... cess ccc ccccccceccsverecsuees 47 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
EVERETT & BARRON CO., Providence, R. |.............0 00000. yey ey ee 53 
LUT TLEAVAYT Pie GO, Basten, Mass... ks ves cess bade c ese be nseaces 2 
UN aN is separa cacao Sia ah po oas esdoo exclosssa Rincvinrd acco dleremen 33, 34 
SIGNAL CHEMICAL CO., Boston, Mass.........2.... cc cc cece cevccecsececeeecs 50 
SPAULDING FIBRE CO., No. Rochester, N. Hi... 0.0. ee ccc cee ee cee cee e ee eees 3 
UNITED LAST GOMPANT, Boston, Mass... icc... 666 ccc ccc decctcccceevscnveeses 42 
UNITED SHOE MACHINERY CORP., Boston, Mass.................0.05. Sch 
STORE EQUIPMENT 
AMER seni GO. Chicago, Ill... 50... csi nptevrsseevevincseoeesecnes 45 
BRANNOCK DEVICE CO., Syracuse, N. Y.............0. 0c cece eee eeee Se evaloos+ SB 
I Gr INGIENBPIONIS, ING. oi.c.c os oe cceicicceis's oc vsves ve deswdeserscevecss 53 
Ntrunta wy AU Glare GO,, St. Louis (Mo... 0.6.6. cc cctecnenenoceeeene 53 
MISCELLANEOUS 
BARIS SHOE GOMPANY, New York City... 2... cee ccc ccc cece ee nese ees 52 
I PCW IN go 5a BG Sines des cs cia diviv od wisisic a: 4/aia' odinidions Vesemm oaes 52 
KIRSCH-BLACHER CO., INC., New York City... 0.0.00... cece cece e cece ee eees 52 
TECHNOPEDIC INSTITUTE, Newark, N. J........ cc cece cece eect tee tee teen teens 53 








BOOT AND SHOE RECORDER, February 29, 1936 


NDISE. 


Gray comes in this spring, on the wave of con- 
trasting accessories. It is smart as a contrast to pastels, to 
bright colors, to Navy-Blue, it is mot smart as a match to an 
all-gray costume, although some women will continue to wear 
it in this way. 


High-light its style importance as a new neutral, 


point it up in connection with printed suits, such as the 
one in the photograph, and if you want to be sure of a 
gray that goes with everything, detai_VODE PARIS GRAY 
KID No. 177. 


with 


Spring 


Prin ts 


This suit might be Dubon- 
net-and-Gray, or it might 
be Navy-Blue-and-Bright- 


Green. In either case 


GRAY ACCESSORIES 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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We instructed a news service to cover 

1s BToboeb MMs Cot} ob Lo} olol 0} (-ME-} ole) cme bole ME-T-s ole MRT T- Ie! 

shoe story. Their answer was ‘pictures are worth 

a thousand words. 

In one day, they snapped more photos of white kid shoes 


than we can reproduce. Evidence aplenty that all-white 
kid dominates the picture of late Spring and Summer Shoes! 


LOVERSVILLE 
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An open-toe sandal by TUPPER 
shows striking use of Colonial Patent. 




















Two rich Colonial reds for Spring . . two very important shades for the new season that 
promises to be the brightest in many years. They are dependable colors, too, for Colonial is 
best-working of all patents, and keeps its finish an incredibly | 
long time. What's more, it wears longer than ordinary patent. 


It’s significant that a majority of the best shoe manufacturers 





use Colonial. Colonial Tanning Company, Boston, Massachusetts. 


COLOR: Colonial has the largest 
and most complete selection of 
authentic colors—30 in all, includ- 
ing Sno-White—any color you 
need for your new line of shoes. 
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FOR THE BEST PATENT LEATHER SHOES 
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HEALTH SPOT DEALERS GO TO SCHOOL 


Learn How to Merchandise Shoes at a Profit - 


FIRST CLASS, ORTHOPEDIC INSTITUTE SCHOOL, Feb. 3-8 


WHAT THESE DEALERS SAY ABOUT THE COURSE: 


Mr. Leonard Stadler, Oshkosh, Wis.—“It was all that I hoped it would be 
. . - was especially impressed by your budget system . . . anatomy lectures were 
really intended for the shoe man.” 


Mr. Lawrence Kabat of Greenbay, Wis.—“You have helped me get started 
on the right foot in the shoe business. I was shown the wonderful future there 
is in this work—it is beyond just selling shoes.” 

Mr. Witzleben, Covington, Ky.—‘“My sincerest thanks for the splendid course 
. .. I am sure every student has a keener knowledge of anatomy and body 
balance.” 

Mr. O. E. Carter, St. Louis—‘“Allow me to congratulate you on the wonderful 
school you have started. This is the first one I have ever come away from with 
the feeling that I have received something constructive to work on.” 

Mr. L. E. Roberts, Chicago —“I can sincerely say that it was the best of its 
kind that I have ever attended. The fact that the school held the interest of all 
who attended up to and including the last session, should prove its worth.” 

Mr. Geo. H. Lambert, Chicago—“I really have something to work with that I 
did not have before I went to Danville. If I can put to work a small portion 
of the new things I learned, I shall do a much better job than I have been doing 
in the past.” 

Mr. Maurice Gardner, Cuyahoga Falls, Ohio —“It has been an honor and a 
pleasure . .. the knowledge gained is not only beneficial but an incentive and an 
inspiration . . . it offers an opportunity never before given.” 


MUSEBECK SHOE COMPANY 


Danville Illinois 


Please send catalog and price list on Health Spot Shoes. 
Please send copy of school curriculum. 





Dealer’s Name 





Street and Number | 


ee 
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Two classes of twenty-five and 
twenty-seven enthusiastic Health 
Spot Shoe Dealers, have completed 
the week’s course at the Orthopedic 
Institute School. After hearing lec- 
tures and discussions of Anatomy, 
Body Function, Last and Shoe Con- 
struction, Merchandising and Sell- 
ing, Advertising, and Financial 
Budgets, they are leaving the school 
with a fundamental knowledge nec- 
essary to successful shoe fitting and 
a more complete background for the 
profitable operation of their stores. 


THE AIM OF THE ORTHOPEDIC 
INSTITUTE SCHOOL 


... To give a course that will better fit men 
in the retail shoe business to go forth and 
make a greater success, from the standpoint 
of profit to themselves as well ag service 
and benefit to their fellow men. 


Classes are held monthly at the Orthopedic 
Institute, Fairchild and Commerce Streets, 
Danville, Illinois. There is no charge for 
the course which is open to Health Spot 
Dealers only. Write for complete informa- 
tion and copy of curriculum. 





When writing advertisers please mention Boot and Shoe Recorder 
















BOOT AND SHOE RECORDER, February 29, 1936 


“ALL 
\ THEY’LL WEAR 












¢ IN-STOCK : 


THERE'S AN 
ENDICOTT -JOHNSON 


(Produc 


FOR 
EVERY SHOE STORE 
IN AMERICA 





8103—-Black Calfskin Bal, Silho- 
welt, Oak Sole, Grain Inner, Rub- 
ber Heel. Sizes 5/11, Widths 
B, C, D $2.65 


8102—Same in Tan. Sizes s/t. 
Widths B, C, D.....scccee $2.6: 


77098—Gun Metal Kip Side Bal 
Welt, Calfskin Tip, Oak Sole, 
Grain Inner, 9/8 Leather Heel. 
Sizes 5/12, Widths B, C, D $2.10 


7708—Same in Tan. Sizes 5/11, 
Widths C, D .nccccccceee $2.10 


7739—Gun Metal Kip Side Bal 
Welt, Cord Vamp, Oak Sole, 
Grain Inner, 9/8 Leather Heel, 


Sizes 5/12, Widths C, D.. 10 
7738—Same_in Tan. Sizes S/il, 
Widths C, D ......-..0--6 $2. 


OTT -JOHNA 
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AROUND THE TOWN” 
| E-J3 MEN’S DRESS SHOES 


HESE new E-J Men’s Dress Shoes 
look well, fit well and they're in a 
price range that will fit every man's 


wallet. 


Spring is the biggest shoe selling sea- 
son of the year and with E-J Men’s Dress 


Shoes, merchants have a line that will 


appeal to men of all types, young or old. 


Feature this smart line now and youll 


bring the men in your community right 





into your store and you'll sell them. 


These shoes will be shipped to you 


8101—Black Calfskin Bal Silho- 
welt, Oak Sole, Grain Inner, Rub- 


from our In-Stock Department directly Ber Hal. Sizes 5/11. Widths 


8100—Same in Tan. Sizes ou. 
Wane ©, C, Buscccccese $2. 


on receipt of your order. 









770i—Gun Metal Kip 
Blucher Welt, Calfskin Tip ‘oar 
Sole, Grain Inner, Rubber Heel. 
Sizes 5/14, Widths B, oo 


7700—Same in Tan. Sizes 5/11, 
NUM OR EM vadcacceaues $2.10 













7852—Black Calfskin Bal. Welt, Oak 
Sole, Grain Inner, Rubber Heel. 
Sizes 6/12, 7 Widths....... 2.65 





ENDICOTT, NY xewsonk diy 
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Four crisp new styles for spring. 
Featuring sandals, square toes, 
and GONDOLIER Cloth — the 
smart diamond-weave shoe fabric 
women are raving about. Styled 
by Hannahson in fashion-right 
colors of blue and white. 
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DAREX INSOLES 


by Dewey and Almy Chemical Company 
are built into each of these trim spring 
models, because Hannahson’s believes 
that to bring back women for a second 
pair a shoe must feel good, as well as look 
good. Darex Insoles have springy, buoy- 
ant comfort that makes walking easy, yet 
they hold the shape of the shoe longer. 
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And all in stock — NOW, so you 
can cash in on the new mode 
from its start. For rapid service 
and the latest styles the moment 
they appear you can count on 
Hannahson’s In Stock department. 
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STYLE-COMFORT 


These featherweight Darex Insoles ex- 
emplify the marked advance in the NEW 
ERA of shoe-making materials that are 
found in all Hannahson footwear because 
they offer more to the user. Darex Insoles 
are made by Dewey and Almy Chemical 
Company, Cambridge, Massachusetts, 
and Montreal, Canada. 
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ANIDAL STRAPPING 


NEW AND IN STEP WITH 4 
FASHION’S STRIDE 





a a — 
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To Manufacturer and Retailer alike, Texoid Sandal 
Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 











New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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FOR ANOTHER SEASON 
MORE POPULAR THAN EVER 


Favorites for years in the summer shoe picture, White Elko 


and Deerskin are “going to town” again for those same time- 
tried reasons — dependability Plate! economy — which make 


satisfied customers and repeat sales. 


NORTHWESTERN LEATHER COMPANY TRUST BOSTON 
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ATR-O-PEDIGS 0d, srperd 


| A profitable line to carry, Air-O-Pedic’s turnover is stimulated by what their makers call the “finest fn. 


ball 
leathers”— Evans. The sale of any shoe is helped greatly by the rich lustre of this fine kid. Its soft and fj 2 Me 
Ai 
ti Si 
: Ste 
eS}; 
than other kid, for no faded undertones of color appear on quarter and vamp of shoes made with it. Per: which 


glowing finish appeals toa woman's eye for beauty, its long wear to her eye for value. It does wear longer 


manent color, dyed clear through the skin, guarantees that—guarantees a beautiful and lasting finish. | 






Most shoe manufacturers know from long experience that all this is true. And because it is true, more 


and more shoe retailers are specifying Evans Kid, tannage of John R. Evans&’ Company, Camden, N]. 
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Nine Reasons for AIR-O-PEDIC’S Popularity 


1 Correct fit: Air-O-Pedic lasts allow the 
ball of the foot to fall in its natural position, 


2 Metatarsal arch supported without strain. 
3 Air-O-Pedic Arch: Comfortable, because 
it is scientifically correct. 

4 Steel shank: Air-O-Pedic’s scientifically 
designed arch is preserved by a steel shank 
which will withstand a weight of 300 Ibs. 


5 Extra ease for cuboid bone: Ample room 
here perfectly balances the weight between 
the ball and heel-tread, keeping the foot in 
a normal position. 

6 No slipping; no gapping: Air-O-Pedic 
Shoes fit securely. No chafing and no friction 
to wear out hosiery. 


7 Non-binding vamp and throat-line: Gives 
comfort and relief at an important point of 
pressure. 

8 Cushioned heel rest: Air-O-Pedic heel 
rest —a shock absorber at every step. 

9 Newest styles in all the wanted colors 
and materials. 


and a Tenth Reason: EXTENSIVE USE OF EVANS KID 


Crans hid 


THE KID WITH A DEFINITE SALES 





INFLUENCE 
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NeW “LASTEH’ SHOE FABRICS «> 
DESIGNED BY EVERLASTIK FOR —: 
HIGH STYLE FORIN-FITTING FOOTWEAR 


Dy _ 2 


\ MADE WITH THE MIRACLE YARN THAT MAKES THINGS FIT 


The organization that for over half a century has catered to the 
requirements of the shoe industry is taking another important step 
in introducing “Lastex” fabrics for shoes. 


After months of research, EVERLASTIK is now offering a wide 
variety of proven “Lastex” fabrics. Its Style Department will help 


in the promotion of the “Miracle Yarn” for form-fitting footwear. 
Tue model shown above is a combination of blue 


and blue LAST abardine ° ” . 
wend picpmnaabees Fete <p See the new patterns in “Lastex” fabrics made by EVERLASTIK 
It has a s Gypsy vamp ~ oe with —e P y 
poem tether + red Kew. Quarter is EVER: and get the selling features of 1936's outstanding shoe develop- 
tex a ine. 


ment for your fall line. 
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om an extremely successful Southern resort season, White Princess Calf advances triumphantly Northward to fill | 
exacting style demands of women's fine Summer footwear. It is the finest White Calfskin on the market. 


e 
HIDE AND LEATHER COMPANY 
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CHECK THESE 
FEATURES 
“against the field” 


ONE PIECE MOULDED INSOLES 


... built high at the arch and low at the 
heel, in Foot Builder Arch Shoes, give you 
something to talk about. Under the built- 
up portion is a finely tempered steel shank. 


DUO-RESILIENT FOOT GUIDE 


... another outstanding feature in Foot 
Builder Arch Shoes. Wear evenly and pre- 
vent running over at the sides. Keep ankles 
straight and the foot in the correct position. 


CORRECT THREE-POINT TREAD LASTS 


... with snug fitting heels and freedom of 
forepart, with provision allowed for the 
cuboid, with cupped heel seats... everything 
in special last - _ 
A FEATURE 
GIPSIE 
with no seams, inside 
Last No. 2 has a short forepart ‘ , a toca te 
rem joint. 
for the rigid foot. Ample Pall ' 
room is provided. 
Last No. 3 is for the flat, 
mushy foot. Has full tread, 
roomy forepart and medium 
arch. 


Last No. 4 has short backpart with long fore- 
part... specially developed for the flexible foot. 


A BARS alt ART MTS aE alae BUR. se “a 








Window display material, recorded radio “spots”, news- 
paper mats, direct mail, all co-ordinated to the same 
theme... BE FOOT WISE! 


INTERNATIONAL SHOE CO., Arch Type Dept., SAINT LOUIS, MO. 
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“KNOWN AS THE SAFEST” LEATHER COMPANY 
BLACK and COLORED PATENT. NEWARK, NEW JERSEY 
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Suipass Glazed Kid 






Whether it is in the 
tanning of our Brown, Blue, 

or Black outside Glazed Kids, or 
in the tanning of any of our many 
pastel shades of lining kids, we keep 
definitely in mind those characteristics of 
leather that are important in the finished 
shoe. That Manufacturers recognize the sales- 
creating beauty and service of shoes in Surpass 
Glazed Kid is reflected by their orders, which en- 
ables us to put between 20,030 to 24,000 skins 
through our tanneries at Philadelphia and Glovers- 
ville each day—a production which is outstanding 


SURPASS 
KID 
























in its field. Tanned from selected raw stock by 


nate sme toate ey = 


carefully controlled methods, uniformly and con- 
sistently graded, Surpass Glazed Kid adds a distinc- 
tive quality to every shoe in which it appears. 





Pe | wissen 


SURPASS LEATHER COMPANY "YOUR CUSTOMERS 
| 


Ste maeamenaae a Saeeeateaageese™ + meeeremiaanreael 





+ SSS we 
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One-Third-of-a-Century ago, 
Dr. Wm. M. Scholl pioneered 
FOOT HEALTH 


hic then he has perfected a *FOOT COMFORT Appliance or 
Remedy for the relief of every common foot ailment. In doing so he has 
made the institution which he founded a third-of-a-century ago, the 
largest of its kind in the entire world, devoted exclusively to foot care. 


corns and tender toes. 
Medicated disks included for 


quick, safe removal of corns. 


Dr. Scholl's Zino-pads— 
relieve callouses and bu 

on bottom of the feet. 
Medicated disks with every 
package for removing us. 


Dr. Scholl’s Zino- ial “trom 
provide a. relie 


jn nts. Fore iadiceted 
in every packag 


DISPLAY 
pepe 
pliances prominently 
ar sour wade and in- 
side of your store. 





The effectiveness of many years of uninterrupted advertising by this 
Company, makes it advisable for you to insure the success of a FOOT 
HEALTH WEEK drive by displaying and recommending at every op- 
i sn a first essentials to real foot health . 


Scholl’s “‘3” Necessities 


aad Scholl’ s Foot-Eazer— 
from weak 





rnd, 9A. i 

Home Foot Treatment. Foot 
Soap, Foot Powder and Foot 
Balm. For tired, aching feet. 


Dr. Scholl’s Metatarsal Arch 
Supports — provide relief in 
cases of Weakened Metatarsals. 


Individually fitted and adjust- 


able. For all types of weak- 


Dr. Scholl’s Arch Binder — 

revents ——— of the arch 
hones and relieves strain of 
weakened arches. Made of 
finest quality elastic. 


THE SCHOLL MFG. CO., 


millions. 

ally helpful to heavy 

sale or those who walk or 
stand a great deal. 


Dr. Scholl's Met Arch Insole— 
is recommended for wear in 
style shoes. Has both Longi- 
tudinal and Metatarsal Arch 
correction. 


Dr. Scholl’s Selon —-gaieie 
relieves the intense itching of 


“Athlete’s Foot.’ Antiseptic 
and germicidal properties kill 
the germ. 


Dr. Scholl’s Bromidrosis 
Powder — for excessive 
ee a A Dr. Scholl 
ormula that insures freshness 
of both body and feet. 


New .... Dr. Scholl’s Right 
and Left Metatarsal Cushions. 
Orthopedically accurate in 
every detail. All shapes: in 
suaree rubber, leather and 
elt. 


Dr. Scholl’s Bunion Reducer— 
relieves shoe pressure, hides 
the deformity and preserves 
the shape of the shoe; fits 
snugly to the bunion. 


INC. 


Sole Makers of Dr. Scholl's FOOT COMFORT fadanien and Remedies 
213 W. SCHILLER ST., CHICAGO - 62 W. 14th ST., NEW YORK 


TORONTO 


- LONDON 


PARIS 


*Trademark 


Dr. Scholl’s Walk-Strates — 
correct faulty walking by 
equalizing the tendency to 
run over the heels. 


Dr. Scholl's Lastik Metatarsal 
Pad—should be recommended 
for ordinary cases of Metatarsal 
Weakness. An effective aid. 
Orthopedically accurate. 


Dr. Scholl's Stocking Protector 
—saves wear, gives comfort, 
prevents slipping and blisters 

oc wots 2 my sanitary and 
economical. 


RECOMMEND 


these items at every op- 
portunity. It means cus- 
tomer satisfaction . 

extra sales and profits. 


eS Branches and Distributors Throughout the Entire World Se 
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SAIL CLOTH 















White SAIL CLOTH—White Kid trim 
JOHNSON, STEPHENS & SHINKLE—‘Fashion Plate” 


Endorsed by leading -_ authorities, Sail Cloth neue the distinctive quali- 
ties that make it popular for Summer footwear . . . a 


It is in step with Summer fashions—of linen appearance, but fi ani loomed and 
processed for longer wear. Cool and easily cleaned . ....... 


In White, Natural, Gray, an aaah on. Pink, haaineis Greenbud, Dubonnet, 
Navy, Brown and Black . ° 





The co-ordination of Shoes and Hand oa offers promotion ‘possibilities for 
OR ee i OR oe ce ce ee 


LAWRENCE SCHIFF & CO. 


ESTABLISHED 1918 














450 FOURTH AVENUE NEW YORK CITY 
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LIGHT WEIGHT COMFORT AND WEAR 

















-H60B-> Flexible Rubber Footwear 


gives you these 3 Big Sales A ppeals 





OOD Flexible Rubber 

Footwear is a natural for 
easy selling because it provides 
the three features people want 
most in heavy-duty rubber foot- 
wear—light weight, comfort 
and wear. 

It took Hood seven years of 
intensive experimenting to pro- 
duce this new type of footwear, 
with its high standards of good 
looks, flexibility, light weight, 
and long wear. Yet the sales 
records of thousands of Hood 


dealers prove it was worth it. 

The quality Hood builds into 
rubber and canvas footwear is 
mighty important to you, too. 
Because poor quality makes a 
customer dissatisfied with your 
store. You can play safe with 
the reputation of your store by 
stocking the Hood line of rub- 
ber and canvas footwear. Hood 
designs and styles the kinds of 
footwear people want and will 


come back for. 


HOOD RUBBER COMPANY, INC. 


Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 
Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, 


Calif.; Minneapolis, Minn.; New York, N. Y.; Philadelphia, Pa.; 


St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; 


Seattle, Wash.; Syracuse, N. Y. 


THE HOOD FLEXIBOOT—short height 


QUALITY BUILDS GOOD WILL 


HOOD FEATURES MAKE YOUR SELLING EASIER 
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presents 


INSULATOR 
MIDSOLE 


; / / 
in men's and womens shoes for summer 


..« @ new shoe construction which is 


25% LIGHTER IN WEIGHT 
FAR M@tOre COMFORTABLE 
GREATLY IMPROVED IN LOOKS 


and retains shape 75% better thru-eut wear 
Dealers in all sections of the country are selecting the 
Cambridge line because — 


1 » Each dealer knows it is what the consumer 


wants. The public is now buying. 1936 is 
the year to introduce new ideas—new mer- 
chandise with notable improvements. 


The revolutionary character of Air-O-Flow 
Insulator Midsole Construction guarantees 
volume. Increased prices in leather foot- 
wear mean increased volume in the proper 
types. of rubber-soled footwear. The con- 
sumer recognizes and appreciates the ad- 
vantages of this new Air-O-Flow construc- 
tion without complicated sales talk. A pair 
on the customer’s feet is a sale! 


. IN GENERAL— 


2. Profits come from sidestepping and over- 


coming competition with the new idea—the 
new product —and by getting your price. 
You can do this with the Air-O-Flow line. 


From the point of building increased vol- 
ume over a ten-year period, this construc- 
tion is fundamental. It is important to 
become established today as a Cambridge 
dealer—Cambridge not yet having estab- 
lished a definite policy on dealer agency 
representation. 


Color is a selling necessity. Cambridge dealers can buy one style— 
one case—and with “attachments” display and sell seven or more 


color combinations. 


WRITE OR WIRE FOR COMPLETE STORY ON 


AIR-O-FLOW INSULATOR MIDSOLE 
You'll be convinced Cambridge has 


something exceptional . . . revolutionary 











What AIR-O-FLOW Insulator Midsole Construction 


Means to Wearers 


A welcome change from hot, heavy summer footwear to light- 
weight, cool summer shoes . . . thousands of air pockets to provide 
resilient, non-drawing insulator under foot . . . eliminates excessive 
perspiration and offensive odor . . . added comfort from better sup- 
port ...semi-rigidity holds original shape... protects against sharp 
pebbles . . . sole weight reduced at least 25% ... superior style and 
= good looks . . . flat, non-curling bottoms . . . crisp edges . . . color- 


P ful patterns ... high and low heels. . . exclusive . . . manufac- 
iiheston / tured only by Cambridge. 
e 


Don’t Buy Summer Sandals Until You’ve Seen AIR-O-FLOW Midsole Construction 








RUBBER COMPANY 


CAMBRIDGE: BOSTON: CHICAGO . NEW YORK ST. PAUL 


12 MAIN AN 7 WA UANE BROADWAY ANO 


PRINCE STS 


THE BELLE 
IN-STOCK 
Blue—Brown—Black 
White 
$4.05 
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FASHIONED 
for COMFORT 


REG.U.S. PAT. OFF. 


THE COLLEEN 
IN-STOCK 


Black 
$4.05 


READEASY SHOES, with a combination of two im- 
portant features, represent the finest in modern scien- 
tific footwear. 


Treadeasy Comfort and Treadeasy Style—are the reasons 
why this line is forging ahead so rapidly today. 


Merchants with a health shoe department, built upon the 

fine reputation of Treadeasy quality and service, are as- 

sured a most successful and profitable business. 
The Treadeasy Spring 
1936 Catalog is ready. 


Write for your copy 
today. 


NEW YORK CITY SALES OFFICE . d : 944 MARBRIDGE BUILDING 





When writing advertisers please mention Boot and Shoe Recorder 





